GRACE AND CHARM KEEP STEP WITH COMFORT 


BOOT and SHOE 





NATIONAL VOICE 


| ADVERTISED IN 


LIFE 


(hassmate 


best name wn children’s shoes 
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Elfie: Scotchgarded Dirty Buck. Nylon 
fleece insole cover and counterpock- 
et. Pinstriped laces —Rib Crepe soles. 
Also in Black, Grey, Seaweed Green. 
Childs, misses, sub-teen. 


OTCHGARD 


LEATHER PROTECTOR 





« Repels water 
« Resists soil 


* Keeps shoes 
smart, stylish, 
easy to clean 


“Scotchgard”’ is a registered 
trademark of Minnesota Mining 
and Manufacturing Company 
High chair to high school...a 
complete line of children’s 
shoes styled ahead of their 
class and backed by an in-stock 
service you can counton... 
Milwaukee quality and fit, of 

course. 


$4.95 to $7.95. Some higher. 


Bt0c, 


(le sssmall 


ideal Shoe Mfg. Co., Milwaukee 12, Wis. 
New York Office, 47 W. 34th Street 








SOFT 
FLEXIBLE 


SUPPLE 


14 FASHIONABLE 

COLORS: 

F11 Bone 

F8 Honey 
Benedictine 
Capri Olive 
Sandal 
Spanish Moss 
Italian Brown 
Grey Seal 

F3 Black 

FS Terrain Brown 

F53 Turquoise 

F66 Gold Dust 

F41 Ile de France Blue 


F7 Merry Red 


® 





In Stock 60321 


Patent Leather 2-Way Combination In Stock 472 


Strap. Leather Sole. . iain aie 
oys’ Blac gonquin Plug Oxford. 
se ae 46h, 086 4 Rubber Heel. pv ty 
Spring Heel 
0321 — 62 to 8B, C, D&E 1242 to 3 A, B, C, D & E..55 Last 
Spring Heel : 3%2 to 6 A,B,C, D&E... .55 Last 
60321 — 812 to 12 A, B,C, D&E 62 to 10 A, B, C, D& E.. .55 Last 
Spring Heel Also in stock in Brown, No. 436 
60321 — 122 to 3 A, B,C, D&E 
Leather Heel 26 Last 


Can be worn as a regular 


strep by removing the T OP Summertime — Funtime is Kali-sten-iks time. 
straps and replacing them ; 


with rosettes which are . e 3 
pst ce gan gon Quality crafted Kali-sten-iks shoes 


os can be a capital asset in your store too. 


ros 


nN THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN. | 
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AMERICAN GIRL 








business 
in 
itself 


* 


THE ONLY BIG BRAND IN THE BIG °6.99 TO °10.99 MARKET 


American Girl’s (1) profitability accounts for why more and more stores are setting up (2) separate 
American Girl departments within the shoe department. American Girl has a (3) proven record of high 
turnover, (4) low rate of markdowns. With broad and effective and consistent (5) national advertising, 


and (6) a big in-stock department to back the retailer, (7) American Girl has everything plus a complete 


line with which you can do a bigger and better business. “a few styles at $11.99 


“PUERICAW GIRL one 


the American Girl Shoe Co., 288 A Street, Boston, Massachusetts, a division of Consolidated National Shoe Corp. 
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This is the eve of a great 
suede demand. Suede shoes 
will have an irresistible, 


new look. y 
. £ 


> 


TAN-ART 
SUEDE KID 


starts with dense shrinking together of fibres in 
the base of the skin. The finish is a tightly- 
packed, luxurious nap... long-lasting... pro- 
longing the beauty of your shoes to fullest 


customer satisfaction. 


TAN-ART CO., INC. a division of 
G. LEVOR & CO., INC. 
GLOVERSVILLE, N. Y. 
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Style 9298 Style 9451 
MONACO Last et MONACO Last 


IMPECCABLY ENDOW ED 


Edgerton style standards come straight 
from the shoe style epicenter of America 
..- Nunn-Bush. Edgertons also reveal 
their Nunn-Bush parentage by a fit 
and feel which are the wonders of the 
shoe industry for the Edgerton price 
range. Shadow Browns, the new man 


mode, are deep-dyed leathers enriched 


to match the fascinating “burnished 


brown” new suiting fabrics. 


from $] ?. 95 


See your local Edgerton Dealer 


NUNN-BUSH SHOE COMPANY « MILWAUKEE 1, WIS. 


Caerleon 


SHOES FOR MEN 


DIVISION OF NUNN-BUSH 


Style 8442 
STAFFORD Last 


Style 9495 
STAFFORD Last 


Style 9484 
BADGER Last 





Mr. NEOLITE says: 
Build new flexibility, new comfort, new style | 


* YOU CAN FLEX EM 
WITH YOUR FINGERTIP ! 


 THEY’RE WONDERFULLY LIGHT! 
¢ THEY HAVE A LUXURIOUS FINISH! 


COMFORT-MINDED FOLKS ARE CHOOSING THEM... 


Today more than ever, consumers are demanding 
super-comfortable shoes that are also smart looking. 
That’s why the popularity of shoes with NEOLITE 
Flex Soles is growing fast. These sensational soles are 
so flexible they can be bent with the tip of a finger... 
they’re so light and soft-walking, they make every 
step slipper-easy. And their finish gives them a true 
look of luxury. In addition to all this, NEOLITE Flex 
Soles give the long, long wear that’s traditional with 
NEOLITE. 


The most desirable 
soles of all for today’s 
high-style footwear! 


... most desirable 


for women’s 
golf shoes, too! 


PROFIT-MINDED MANUFACTURERS ARE USING THEM... 


How do we know that NEOLITE Flex Soles are grow- 
ing in popularity? That’s easy! Top manufacturers 
are using them on women’s high-style shoes, men’s 
shoes, men’s and women’s golf shoes, and a variety 
of children’s shoes. Yes, this wonder material is re- 
markably versatile—it can be used in the required 
thickness to add greater comfort, better styling and 
longer wear to any type of shoe. Want to give your 
lines these competitive advantages? Just use 
NEOLITE Flex Soles! 


Sw on ¢/ NEOLITE FLEX SOLES 


6 


Boot and Shoe Recorder 





into your lines...with sensational NEW and VERSATILE 


The perfect soles 7 The ideal soles for 
for today’s adding wear, comfort 


super-comfortable and style to 
men’s shoes! children’s shoes! 


. also perfect 
for men’s 
golf shoes! 


A TRIUMPH OF SCIENTIFIC RESEARCH AND INGENIOUS NEW PRODUCTION METHODS! 


NEOLITE Flex Soles are made of genuine NEOLITE which is 

processed in a remarkably different way to add extraordi- er Agseesc “4 = . ' messin es 2 ~pats 
nary lightness and flexibility to its famous durability. Spe- 

cial blending of ingredients, double processing, contour 

cutting and other procedures developed by Goodyear scien- 

tists made this material possible. Among the outstanding 

features of the NEOLITE Flex Sole is its one-way flexibility: 

it can roll up around itself longitudinally, yet it resists flex- Get all the facts about NEOLITE Flex Soles from your 
ing laterally! This means that with all the easy walking it Goodyear Representative. Or, if you prefer, write to: 
provides, it still helps hold the shoe in shape . . . even Goodyear, Shoe Products Division, Akron 16, Ohio 
thin-soled, high-style women’s shoes! 


a - 
D SYEA R Watch GOODYEAR THEATER on TV 
mM a d e O n ly by Ve every other Monday evening 


NEOLITE, AN ELASTOMER-RESIN BLEND, T.M.—THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 
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BUILD YOUR FALL SALES WITH 


A promotion is effective only if it helps you sell shoes. 


For Fall, Leather Industries of America has prepared four concrete 


promotions which will help move shoes across your counter. Each of 
these promotions are based on: 


1. A sales tested idea. 


xa powerful ad in an important national publication read 
by your customers. 





TO INCREASE YOUR SALES FIGURES: 


VOGUE—AUGUST 15 


A two-page, four-color spread, 
leading off an industry-wide 
promotion on the new browns 
for fall. The ad will also high- 
light five other “families” of 
women’s promotional leather 
colors. 


Peg 2 
[he hues im shots ure 1 rown 


. 
load 
Wee OE 4 
i 





PARENTS — SEPTEMBER + . + scot com 
A two-page spread, timed to ‘ a. 4 Your child needs 
hit the peak of the back- —s ¥ Ps a ALL-LEATHER SHOES 
to-school season—to sell > “. < p to fit the activity 
mothers more than a single 
pair of children’s shoes at a - 
time. Most leading children’s ; / "tase tame wands" 
shoe manufacturers are tying 
in; their brand names will be 
listed. 


wee — CHILDREN’S BUREAU 





4 CONCRETE L.A. PROMOTIONS 


3. A comprehensive merchandising package containing dra- 
matic, traffic-stopping point-of-sale displays (many “indi- 
vidualized” to sell only the brand you stock) for use in your 
windows and in-store areas. 


4. A nation-wide publicity program — via newspapers, TV and 
radio —to pre-sell your customers. 





UR) ie on | 0) 0 7 O] Lod. i a a ce) femme). k- 


AMERICAN CONTINENTAL ESQUIRE—NOVEMBER > 


hoes crafted ty Gamericam designers im Qwmerican Qroithors 


SORERICAN CONTINENTAL 


prekgrnedy A two-page, four-color spread 


stores Sas erg 


_ @ will pre-sell the “American 


Continental” style men’s 
shoes that you will have in 
your store. Some 20 leading 
brands will participate in this 
ad, and their names will be 
listed in it. 








McCALLS — DECEMBER 


A full-page, four-color ad geared for the Christmas 
selling season... Step No. 3 in LIA’s long-term cam- 
paign to sell men’s shoes as gift items. This campaign 
was extremely successful last Christmas—it was even 





more successful on Father’s Day—and Christmas of 
’59 will hit a new high. 


DIRECT YOUR INQUIRIES TO: 





LEATHER INDUSTRIES OF AMERICA 


411 FIFTH AVENUE, NEW YORK 16, WY. 





Waterproof’ Shoes 
with Sylflex Leather 
Build More Traffic 


... Increase your average sales check, too! 


For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 
promoted as waterproof unless the leather is SYLFLEX. 
Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 

H. H. Brown Shoe Co. 

Cedar-Crest Shoe Co., Div. General Shoe Corporation 

Dunham Brothers Company 

International Shoe Company 

Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 


For details, write: Dow Corning Corporation, Midland, Mich. 


. A leather shoe is waterproof only when it has all 3: 
a: @) Sealed upper seams to prevent seepage. 


° @) Vulcanized construction for watertight sole attachment. 


= (3) SYLFLEX® leather for water repellency plus free-breathing comfort. 
a 


Look for this tag 
when you buy... 
it’s your assurance 
that shoes are 
truly waterproof, @ Dow Corning Silicone 


@ Keeps water out 
and stil! breathes 


i. * @ Makes shoes more 

ak 

m a 2 comfortapie to wear 
ay WN 2 


ML RRC wd 
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@ Booming production and trade are improving the prospects 
of a balanced national budget without new use taxes. 


® Higher industrial and consumer prices are in- 
evitable. Inereased steel prices will touch off 
general rises. 


® Tax reforms do not mean tax cuts sinee Fed- 
eral spending will continue to rise. But tax 
structure might be reshaped. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Booming industrial production and trade are nudging Ike’s budget into 
balance. The unexpectedly strong pulse of business means extra tax revenues 
from corporations, from individuals, and from federal excises. It all adds up 
to a much rosier financial picture than had been thought possible in January. 

Government income in recent days and weeks is running way ahead of 
expectations. The deficit that the experts had thought “inevitable” in the new 
fiscal year may never show up. 

Budget that Ike submitted to the Congress in January was in hair-line 
balance—a fictitious balance, many opponents claimed, since it assumed 
Congress would vote higher gasoline taxes and postal rates. Such an assumption 
was politically unwarranted, it was said. These critics were probably right. 
But the remarkable new vigor shown in industrial production this spring indi- 
cates that a balanced budget may be in sight without the new user taxes that 
annoy the public and frighten congressmen. 

If Congress should start voting some costly federal projects not now 
included in the budget, then all hope of fiscal stability will vanish, of course. 


Price stability is coming to an end. Upward pressures are in the making, 
both in industrial prices and consumer prices. And higher steel prices at 
mid-year will touch off price rises at every level of industry. 

Government’s consumer price index has held steady now for months. But 
government economists say the period of stability has run its course. Food 
is up, the cost of services is up, and higher metal prices (only the amount is 
open to question) are inevitable, as Washington sees it. 

At the recent meeting of the U. S. Commerce Department’s Business 
Advisory Council, industry leaders were warned by a leading economist to 
prepare for higher consumer prices by late summer or early autumn. Donald 
K. David, vice chairman of the Ford Foundation, predicted moderate in- 
creases in both consumer and wholesale prices. Nothing to become unduly 
alarmed about, he advised, but smart management must not be caught napping. 


Broad cuts in individual, corporate, or excise taxes are unlikely in the 
near future. 

Congressional and administration tax experts say that federal spending 
will continue to rise by about $1 billion a year. Incomes will grow only about 
enough to match this higher revenue requirement. 

An overall tax study by the House Ways and Means Committee starting 
this fall has been interpreted as precluding big tax cuts. Officials say it is 
unlikely. 

Purpose of the study is to reform taxes, not cut them, spokesmen say. The 
tax structure should be reshaped to promote economic growth, remove special 
privileges, and eliminate provisions which give some groups a competitive 





advantage over others, Committee Chairman Wilbur Mills, D., Ark., says. 
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@ The Pentagon wants to dump $60 billion worth 
of surplus equipment. Shoes are included in 
the surplus stocks. 


rt ep ort from @ Sleeper in the extension of the minimum wage- 


W ASHINGTO N oe —— _ the law coverage of almost 





The tax reform could result in higher taxes for many persons or firms 
which now get special savings. If it is successful in increasing the national 
taxable income enough, then present tax rates may be reduced a little to 
restore balance. 


The Pentagon’s confession that it wants to sell or dump $60,000,000,000 
of surplus equipment angers Congress. Shoes are included in the surplus 
stocks. The surplus-sale maneuver comes just as the Congress is examining 
the new Defense Dept. bid for $41 billion on which to operate in the year 
starting July 1. 

The $60 billion worth of surplus military equipment is stacked up in 
warehouses, and on parking lots. Most of it, according to senators who have 
looked into the problem, is obsolete and deteriorated. And there is serious 
doubt as to whether much of this stuff should have been bought in the first 
place. 

Among the items: Shoes, planes, tanks, ships, bulldozers, electronic equip- 
ment, small arms, ammunition. 

Trouble is, the Army, Navy, and Air Force have a built-in tendency to 
overstate their needs. They insist each new budget is “a good tight budget— 
no fat in it.” But it is increasingly evident that this is not the case. 

Almost every store would be covered by the federal minimum wage-hour 
law if a “sleeper” provision of the pending Kennedy extension bill is approved 
by Congress. 

The Kennedy bill was allegedly designed to extend coverage to stores with 
$500,000 or more yearly income. But a provision would also cover any store 
with only $50,000 volume if it had one or more workers handling goods in 
interstate commerce. 

The American Retail Federation claims this would mean a store with a 
worker ordering, receiving, or delivering goods in more than one state would 
he covered. Thus, a store with $400,000 volume might not be covered, but 
a competitor with only $60,000 volume could be. 

Backers of the bill, which would also raise the minimum to $1.25 an 
hour, say they may drop the “sleeper.” 

Political experts expect the Kennedy bill, perhaps without raising the 
minimum, to pass the Senate this year. They don’t expect House passage. But 
the bill will remain pending until acted on or until Congress adjourns in 1960. 


There'll be little change in the pattern of defense spending in the months 
ahead. Ike’s military budget, despite all the criticism of it, is to go into effect 
soon just about as he framed it at the start of this year. 

This means that total spending for procurement will tend to remain close 
to the totals already established for the current fiscal year. True, there'll be 
some new projects, some trimming out of the old ones. Except for this minor 
pruning here and there to keep the overall defense mechanism up to date, 
there will be no major upsets—nor any startling additions to the total defense 
budget. 

In mid-January, Ike proposed to the Congress a $40.8 billion ($39.2 
billion now, about $1.6 billion for construction later) military budget for the 

(CONTINUED ON PAGE 38) 
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No. 6000 
... formen 


COST TO YOU: 





No. 2200 

... for boys and girls 
COST TO YOU: 

81 thru 3- $5.30 
3% thru 6— $6.50 


No. 400 
.. for boys and girls 
COST TO YOU: 
82 thru 3— $6.50 
3% thru 6—$8.35 


No. 4600 
...formen 


COST TO YOU: 
$10.10 
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No. 8511 
... for ladies 


COST TO YOU: 





cell boote 
...1¢ pays to 
cell Acme ! 


NATIONAL SHOE FAIR—Oct. 6 
Rooms 706, 730—PALMER HOUSE. 


a 


pa . WORLD'S LARGEST BOOTMAKERS 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee. ALSO 
MAKERS OF: WELLINGTONS, OUT-OF-DOORS BOOTS, 
ENGINEER BOOTS AND PARADE MAJORETTES 


No. 611 ee 
f dies 


__£O05T TO YOU 








No. 7400 
... formen 


COST TO YOu: 
$8.90 


No. 1722 

... for boys and girls 
COST TO YOU: 

8% thru 3—- $6.50 
3% thru 6—$8.35 


~ No. 2300 


... for boys and girls 
COST TO YOU: 

8'% thru 3—$5.30 
3% thru 6— $6.50 


Pattern patent 


opplied for 


No. 4800 
... for men 


COST TO YOU: 
$10.10 





The shoe of a gentleman, Nettleton’s 


Stamford Espresso, needs never to be untied 


..invisible side gores and ingenious elastic 


perform this magic! 


in 
full 
aniline calf 


by 


HUBSCHMAN 


#1061 Fruitwood...crafted by A. E. Nettleton Co. 
Syracuse 2, New York 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23 
FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16 
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by JOHN REILLY 


Editorial 





Federal Fair Trade 


A Dangerous Philosophy 


HANKS to the long term vigilance of manufac- 

turers and the direct-to-dealer distribution of foot- 

wear, Fair Trade has presented a far less serious 
problem to the shoe business than it has to many other 
branches of retailing. 

For years, the small corner druggist, the hardware and 
appliance dealer have been plagued by price cutting chain 
stores and discount houses. Twenty-nine states have laws 
on their books giving force to fair trade agreements be- 
tween manufacturers and their retailers by which mini- 
mum prices are set for goods resold. Seventeen other 
states have tried Fair Trade laws, but long years of litiga- 
tion have wholly or partially invalidated them. 

As a result great pressure has been brought to bear on 
Congress by retailers for a Federal fair trade law. One, 
HR 1253, the Harris Bill, has been reported favorably 
by the House Committee on Interstate and Foreign Com- 
merce. The measure was reported out of committee by 
the surprisingly strong vote of 20-9. The Harris Bill 
would permit a manufacturer of branded products to set 
the minimum resale price of lines by notification to dis- 
tributors. Retailers selling below the price would be 
subject to Federal prosecution. 

Because shoe retailers have not been too greatly con- 
cerned, many are probably unaware of the pressures 
which have been, and will be, exerted for passage of this 
questionable bill. Nevertheless, HR 1253 may affect them 
adversely in the long run, and they should keep abreast 
of its progress in Congress. 

By carefully selecting their dealers and treating them 
fairly and equitably, shoe manufacturers have been able 
to develop loyalty for their brands and a respect for their 
pricing schedules among independent shoe merchants. 
Perhaps the fact that shoe selling is a service function, and 
not an over-the-counter transaction, has helped maintain 
the prestige of shoe brands. At any rate, “footballing” of 
shoe brands is not common practice. 

Unlike drugs, appliances or hardware, shoes are sold 
direct to retailers by manufacturers. Shoe prices are 
more realistic and more easily supervised because top- 
heavy wholesale markups and drastic discounts do not 
have to be contended with. Many of the appliance and 
hardware inventories sold by discounters are obtained 
from overbought or embarrassed wholesalers. 


June 15, 1959 


Since large shoe chains feature their own brands or 
private labels, independents have been spared the back- 
breaking competition on national brands found in some 
other lines of retailing. 

Retailing is divided on the need for a fair trade law. 
Many national and state associations representing special- 
ized types of retailing are actively supporting it. How- 
ever, some of the larger and usually vocal groups which 
represent the broader base of retailing have remained 
strangely silent. 

It is difficult to take issue with fair trade in principle. 
Certainly an independent merchant is entitled to protec- 
tion against the price cutter. But whether or not this 
protection should be provided by a Federal law is an 
entirely different matter. 

Retailing is strictly a local function. Merchants com- 
pete with other merchants at the local level. Generally 
they do not cross state lines nor compete with merchants 
in different parts of the country. Any legislation which 
would grant the Federal government the right to regulate 
purely intrastate, or local commerce suggests a new and 
dangerous philosophy of law making. 

Before declaring in favor of this kind of legislation, 
every retailer should consider its ultimate effects on his 
business. 

The supporters of the Harris Bill recognized one of the 
dangers inherent in this kind of legislation, the implica- 
tion that the Federal jurisdiction could extend beyond 
fair trade. They added an ammendment to the bill stating 
specifically it was not to be construed as extending Fed- 
eral jurisdiction to wages and hours. In light of decisions 
made in recent years by the Supreme Court, the consti 
tionality of this ammendment would seem to be in ques- 
tion. 

The Harris Bill and the Kennedy Bill extending mini- 
mum wage and the forty-hour week to retailing may not 
pass the session of Congress. If they do the President is 
expected to veto them. But new bills will be offered which 
will attempt to tighten the grip of government on business. 

They may offer temporary advantages to some branches 
of retailing. But this kind of legislation should be ex- 
amined carefully for its long-term implications and 
realities. 








THE QUALITY LEATHER 


fashion fillip... 


.... resort and spring ’60. 


LEATHER CO. GIRARD, OHIO 
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... whichever way it falls, 
you win! For any one of these 
new Viner patterns will give 
you both volume and profit. 
Customers can’t resist the 
magnetic styling, the attractive 
} prices. Whichever Viner styles 
you order this season, you're 
way out front! The more you've 
seen of others, the more 
you'll see in these! 


) IN-STOCK 
Retail $6.95-$9.95 


' Write today for latest 


» IN-STOCK CATALOG 
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VINER BROS., INC. 
Bangor, Maine 
Shoe Craftsmen Since 1905 


Young and gay is every May 





LIGHTWEIGHT CELLULAR SOLES 
with TRU-GLIDE ACTION for 


Tanren 
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TRU-GLIDE 


KYL Ls 
SOLES by BILTRITE 


Micro-cellular soles with amazing lightness... 

reduce the weight per pair of shoes substantially! 

The sensationally popular Biltrite Tru-Glide action is now 
available in a new light-weight version .. . saving 

as much as half a pound of weight per pair of 

shoes! Tru-Glide Zephyr Soles give your customers 
“walking on air’’ comfort, healthful support and long wear 


... give extra sales appeal to men’s and women’s shoes. 


FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


a) HILTRITE 


) HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 

Warehouses: 4464 District Boulevard, Los Angeles-— 1010 Gratiot Street, St. Louis — 

In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 








Its a “Homer” 
with Boys Everywhere! 


TOMAHAWK leather, tanned by Rueping, has a durable, 


easy-to-shine finish. This leather can really take it, and makes a hit 





with boys everywhere. TOMAHAWK in deep burnished brown is 
featured here in the popular Pro-tek-tiv shoes crafted by 
Curtis « Stephens « Embry Co., makers of children’s 


quality footwear for more than seventy-five years. 





A 


SHOES: 
Style No. 5974 « Boys’ Shoe 
Curtis « Stephens « Embry Co. 
Reading, Pennsylvania 


LEATHER: 
Rueping’s TOMAHAWK 
Color No. 1570 Dark Oak 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Tariff Hike Rejected 
For Calf, Kip Leathers 


WASHINGTON, D. C.—The U. S. 
Tariff Commission has turned down 
the bid of domestic calf and kip 
producers for higher tariffs to ease 
competition from foreign countries. 

The Commission rejected the ar- 
guments of domestic producers 
that calf and kip upper leather and 
fancy leathers are being imported 
into the country in such increased 
quantities as to cause or threaten 
serious injury to the domestic in- 
dustry. 

The Commission said its investi- 
gation found that calf and kip 
leather “has been declining for 
many years.” It added that the dip 
in domestic production since 1954 
has been several times larger than 
the increase in imports, “and there- 
fore cannot be attributed in any 
substantial measure to such im- 
ports.” 

Increases in imports are attrib- 
uted by the Commission mostly to 
limited production of calf and kip 
leather in this country. This is the 
result of a shortage of raw skins, 
both domestic and imported, which 
are available to tanners, the Com- 
mission noted. 

The tariff on imported calf and 
kip uppers was originally 15 per 
cent and on fancy leather 30 per 
cent. Under trade agreements ne- 
gotiated with other countries the 
rate on both is now 12% per cent. 

Under the normal procedure 
where it does not rule that domes- 
tic industry is being injured, the 
Commission did not make any rec- 
ommendations to President Eisen- 
hower for changes in tariff rates. 


Cudahy Expands Plant 
CUDAHY, WIS.—Construction of 
10,000 square feet of additional 
plant and office space has been 
completed at Cudahy Tanning Com- 


pany here. Company officials said 
the new facilities have permitted a 
streamlining of operations with the 
addition of a pasting unit and dry- 
ing tunnel. According to William 
Law, president, the units will be in 
full production this month. 
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Shoes Outsell Boots at Apparel Mart 


At the Denver men’s apparel 
showing, exhibitors of boot lines 
found buying light. Retailers 
were already stocked for summer, 
and they apparently thought the 
show was early for fall orders. 


By VIVIAN ANDERSON 


DENVER—Excellent buying was 
reported in shoe and moccasin 
lines displayed at the Mountain 
States Men’s Apparel Club show at 
the Albany Hotel here in late May. 
But buying was light, new dealers 
were infrequent, and attendance 
was slight in the rooms showing 16 
major lines of boots. 

This situation was attributed to 
the fact that retailers had already 
laid in heavy stocks of boots for 
the summer, and the show came too 
early to place orders for fall and 
winter lines. Unlike style shoes, 
boot lines are bought nearer to the 
season. 

Buyers came from stores in nine 
states (as far away as Manitowoc, 
Wis.) for the four-day show, the 
largest men’s apparel club market 
in the United States. 

With the tourist trade off to an 
unusually early start in Colorado 
and neighboring states, an _ in- 
creased demand was noted for 
squaw boots, moccasins and light- 
weight ballerinas. Retailers were 
buying heavily in squaw boots, 
babuchas and berruchis—from the 
$10.95 to $15.95 retail numbers 
handmade by Indians from import- 
ed reindeer and elk skins to the 
more popularly-priced squaw boots, 
retailing for $4.95, and lightweight 
ballerinas retailing for $3.95 and 
$4.95. 

Natural, white, turquoise and 
black were the most popular colors 
in this type of footwear. Orders 
for hand-beaded varieties were 
heavy. 


Interest in Panel Styles 
The big talk of the show among 
boot buyers was the 14” pancl 
boots, evident in almost every line. 
In one line, colored panels in red, 


white and turquoise were set in 
the sides of black or white boots; 
also, palomino or vanilla panels in 
dark brown boots sold well. In this 
line, the boots retail at $24.95. 

A new line of “Tall Texans” 
created interest, fashioned with 
new handboxed narrow toes, full 
leather heels, new pull strap treat- 
ments, full leather linings and 
leather soles. Still another line re- 
ported that the panel boot is being 
outsold by the black 14” stovepipe 
with #10 handboxed toe, shoe heel 
and colored stitching, retailing at 
$39.50. 

A popular $29.95 number was a 
boot of dress side leather in deep 
tan, with round toe and 12” tcp. 
In the same line, orders were being 
placed for a $48.95 retailer—a 
Canadian calfskin walking boot 
with pinpoint handboxed toes and 
hand-rolled shanks in Benedictine 
tone. 

In children’s boots, Mavericks 
and “dogears” with new pull-up 
treatment, both pointed toes and 
modest toes sold in volume, par- 
ticularly for the tourist trade. 
These boots, in sizes 814-6, retail- 
ing at $8.95, are moving best in 
black. 


‘Family Units’ Ordered 

This line was showing a complete 
“family” of panel boots, which 
were being ordered by retailers ag 
“family units.” The boots had the 
colored panels in front and were 
selling equally well in black with 
red, with turquoise and with white, 
Adults’ 14” panel boots in this 
group retail for $23.95; for chil- 
dren and youths the prices are 
$10.95 and $13.95. 

Popular, too, were 14” numbers 
retailing for $23.95 in black with 
red side stripe and pullup strap 
and variegated vertical thread 
treatment, and a quilted top boot 
in black with white quilting and all 
black with gold and black thread. 

For women a popular number 
was a stovepipe in black and white 
with gold diamond inlays, modest 

(CONTINUED ON PAGE 24) 
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Fall Buying ‘Normal at Kansas City 


Moderately good buying was re- 
ported at the Heart of America 
Show. Both those manufacturers 
who had raised prices and those 
who hadn't, said they were writ- 
ing orders “about as usual.” 


By ELSIE WRIGHT 


KANSAS CITY, MO.—In spite of 
higher prices, the Heart of Ameri- 
ca Shoe Show held here by the Cen- 
tral States Shoe Travelers was de- 
scribed by most exhibitors as a 
normal fall show with moderately 
good buying. 

Salesmen’s comments on buyers’ 
reactions to prices pointed up 
several conditions. Both those dis- 
players who had made little or no 
changes in prices and those who 
had experienced increases were 
doing business about as usual. But 
they were selling more heavily to 
a few buyers who wanted to stock 
their merchandise before the ad- 
vent of additional increases. 

There was a good deal of curi- 
osity at the May 23-25 show about 
the possibility of future raises and 
skepticism about the results of 
such increases. But there was no 
evidence of overstocking or of 
panic about the effect of the pres- 
ent price situation on business. 


‘One of Those Things’ 

Veteran salesmen reported that 
most retailers in this area seemed 
to have accepted price increases as 
“just one of those things.” And, 
in the light of fairly good business 
in this part of the country, re- 
tailers expecting their cus- 
tomers to take a similar attitude. 

One exhibitor, however, pointed 
out that customer resistance may 
not involve a specific reaction to 
the price of a given pair of shoes 
at the point of sale, but may result 
in a reduction of the total number 
of pairs purchased by a family. He 
said that when a mother finds that 
shoes for growing children are 
going to cost more, she may decide 
not to buy an extra pair of dress 
shoes for herself and to cut down 
on the variety of styles purchased 
for teenage daughters. 


are 
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This means, the exhibitor said, 
that in spite of price levels, the 
selling job on woman’s and teen- 
agers’ shoes remains what it has 
always been....a matter of meet- 
ing demands for staple seasonal 
lines like colorful spring play 
shoes and black suedes for fall and 
selling the customer on the newest 
fashions in those lines. 

Fashion-wise, buyers at the show 
supported this one exhibitor’s 
point of view. Black held its tradi- 
tional first place in all types of 
dress shoes. Brown received a lot 
of interest and was expected to be 
a big seller during winter months; 
in some lines gray was better than 
had been expected. 

In colors, olive-shaded green and 
shocking red suede attracted inter- 
est as display merchandise to at- 
tract customers and to appeal to 
women who buy two or more pairs 
of shoes in the same style. 


Lustre Calf Gains 


Suede and calf were both good, 
and a number of exhibitors report- 
ed that lustre calf was better than 
last year. There was some interest 
in oval toes, but volume business 
rested in black pumps, trimmed and 
untrimmed, with slim heels and 
needle toes and modified points. 

In men’s shoes the chief interest 
was in leather treatments giving 
grained or embossed effects, the 
quilted vamp and inserts being 
favored. The new Velcro fastener 
was expected to be a big factor in 
promoting men’s shoes. And there 
was no doubt that black-brown is 
the big thing in men’s shoes. 

In boys’ dress shoes, the reflec- 
tion of the style picture for men 
was apparent in buyers’ interests. 
Black-brown and a variety of 
leather treatments are expected to 
be the leading selling points. 
Brushed and sueded leathers held 
their popularity of previous sea- 
sons for boys of all ages and for 
college youths. Boots of all types, 
especially the desert boots, were 
big items. 

In little girls’ shoes, black nylon 
velvet was the biggest seller. The 
T-strap shoe was also popular. 


Shea Is Elected President 


Of Barbour Welting Company 

BROCKTON, MASS. — Directors 
of the Barbour Welting Company 
of Brockton elected Francis L. Shea 
president of the 
company at their 
annual meeting, 
May 28. Richard 
H. Barbour, for- 
merly president, 
becomes chairman 
of the board. 

Mr. Shea began 
working in the 
company’s plant in 
Brockton 40 years 
ago. During the 
1920’s he was superintendent. In 
the ’30’s he was assistant to the 
late Henry Gilson, then sales man- 
ager. Following Mr. Gilson’s death 
in 1936, Mr. Shea became sales 
manager. 

Well known throughout the trade, 
especially by men’s shoe manufac- 
turers, Mr. Shea lives in Wollaston, 
Mass. He is a former president 
(1955-56) of the Boston Boot and 
Shoe Club. 

Other officers re-elected were 
Charles E. Mason, Jr., vice-presi- 
dent and treasurer, and John Hol- 
den, clerk and assistant treasurer. 


FRANCIS L. SHEA 


Group Life Insurance Plan 
Offered to NSRA Members 


NEW YORK—A group life insur- 
ance plan has been offered by the 
National Shoe Retailers Associa- 
tion to all its members. The plan 
is underwritten by the John Han- 
cock Life Insurance Company 
through Elmer G. Leterman Com- 
pany. 

In a letter to NSRA members, 
Edward J. McDonald, executive 
vice-president of the association, 
indicated: “It is our feeling that 
the NSRA Group Life Insurance 
Plan is a valuable addition to the 
services that the Association now 
offers its members. The non-medi- 
cal privileges, the waiver of pre- 
mium provision, tax-deductibility of 
premiums by the corporation, and 
the low rate obtained by the mass 
purchasing power of your associa- 
tion make the plan extremely de- 
sirable.” 

Before the end of the first week 
after the plan had been offered, 
over 125 members had signed up. 
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Is a Change Needed 


In Shoe Fair Dates? 


CHICAGO—Future dates of the 
National Shoe Fair may be shifted 
—possibly to an earlier part of Octo- 
ber—if shoe manufacturers and re- 
tailers favor a change. 

A nation-wide survey of opinion 
is in progress which could lead to 
earlier timing. Questionnaires are 
being used. 

This year’s show will be held in 
Chicago, October 25 to 29. For many 
years, the annual Shoe Fair has been 
scheduled during the last week of 
October. However, sentiment for a 
change in the dates has been grow- 
ing, notably among shoe travelers. 

Recently, directors of the National 
Shoe Travelers Association  reaf- 
firmed their stand that the present 
dates are too late and are harmful 
to the industry. 

According to Clovis Saunders, 
chairman of the Shoe Fair, the cur- 
rent survey has been in the planning 
stage for several months. 

“In recent years,” he pointed out, 
“significant shifts have developed in 
the industry’s traditional buying, 
selling, styling and production pat- 
terns. These may necessitate cor- 
responding changes in the staging 
of our major shoe shows.” 


Johansen Bros. Subsidiary 
Starts Production This Month 


ST. LOUIS—Clayton Shoe Com- 
pany, a subsidiary of Johansen 
Brothers Shoe Company, has nearly 
completed setting up its facilities in 
Corning, Ark., and plans to be in 
operation sometime this month. The 
factory will manufacture footwear 
for Johansen’s Smash Hit division, 
as well as Italian-type casuals. 

According to Roger Johansen, the 
new plant is unique in that it is 
constructed entirely of aluminum, 
without windows. The 30,000-square- 
foot structure is air-conditioned. It 
is located on a 10-acre plot at Corn- 
ing, a town of about 2500 situated 
190 miles south of St. Louis. 

When in full operation, the new 
plant will produce about 2500 pairs 
per day. 

Ralph Riviere, formerly general 
manager for Da Venci Shoes, Inc., 
St. Louis, has been named superin- 
tendent of the Corning plant. 


dune 15, 1959 


Headlines 





Advice from Shoe Fair Aide: 


Independents Told to ‘Develop Own Assets’ 


CHICAGO—A well known Mid- 
western manufacturer has urged 
independent shoe retailers to em- 
phasize national brands, store per- 
sonality and alert management to 
insure their growth and prosperity 
in the intense competitive era 
ahead. 

Herbert Lape, Jr., president of 
the Julian & Kokenge Company, 
Columbus, O., makers of women’s 
shoes, offered the advice in a re- 
port to the National Shoe Fair Com- 
mittee. He is a committee member. 

Shoe Fair officials, in planning 
this year’s show, have termed 1960 
“The Gateway to a New Shoe Era.” 
One of their prime concerns, they 
say, is the role that the independent 
merchant will play in that era. 

“Now, more than ever,” declared 
Mr. Lape, “the independent shoe 
retailer must develop his own dis- 
tinctive assets rather than trying 
to adopt the policies and personal- 
ity of the national chains.” 

According to Shoe Fair officials, 
about 67 per cent of the country’s 
24,000 shoe stores are independents. 
3ut they account for only about 55 
per cent of store dollar volume. 

Mr. Lape pointed out, “While the 
independents comprise the heart of 





Increase in Exhibitors Due 


At August Leather Show 


NEW YORK — The semi-annual 
Leather Show scheduled for August 
4-5 at the Waldorf-Astoria will fea- 
ture the largest number of exhibi- 
tors in recent years, according to 
the Tanners’ Council of America. 

Lines for spring and summer, 
1960, will be shown. The addition of 
several new exhibitors will fill the 
hotel’s entire ballroom floor to ca- 
pacity. 

Exhibit hours for the show, the 
55th held, will be 9 a. m. to 7 p. m. 
on Tuesday, August 4, and 9 a. m. 
to 3 p. m. on Wednesday, August 5. 
Only persons directly concerned 
with the leather offerings—manu- 
facturers and retailers—are invited 
the first day. Suppliers and other 

guests may attend Wednesday. 


shoe business, many are failing to 
keep up with the swiftening pace 
and changing character of shoe 
business today.” 


Independents’ Advantages 

Mr. Lape cited some advantages 
of independents: 

® Nationally branded lines, with 
their strong attraction, still belong 
in the large majority to the inde- 
pendents. 

® The independent has a dis- 
tinctive store personality, rooted in 
the community. 

® The independent has manage- 
rial flexibility not usually possessed 
by stores belonging to mass dis- 
tributing organizations. 

© The independent specializes in 
personalized services which the 
public appreciates. 

At the National Shoe Fair in 
Chicago, October 25-29, Mr. Lape 
said, many spring 1960 lines will 
feature merchandising programs 
designed to help the independent 
merchant enter the new decade 
with competitive vigor. 

Another member of the Shoe Fair 
Committee, William Scheft, echoed 
the plea for retailer alertness. Mr. 
Scheft, president of H. Scheft Com- 
pany, which operates a chain of 
leased departments, said, “The com- 
petitive pace in shoe business is 
moving far faster than is realized 
by many of the smaller shoe mer- 
chants throughout the country.” 

His report to the National Shoe 
Fair Committee declared that “per- 
haps the most significant develop- 
ment in shoe business today is the 
rapidly changing character of shoe 
business itself.” He pointed up new 
trends in shoe store locations, in 
suburbs, shopping centers and road- 
side sites. 

Store layouts are distinctly dif- 
ferent, particularly with more ex- 
posure of merchandise and a con- 
sequent increase in impulse buying 
and extra-pairage sales. Shoe stores 
are tending toward larger size, and 
important changes are developing 
in store hours timed to peak shop- 
ping traffic. 
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Allied Show Committee Indicates: 


70% of Spring Solings May Be Nuclear Types 


NEW YORK—More than 70 per 
cent of all shoe solings may be of 
the nuclear, rubber and composi- 
tion types in spring 1960 lines, Al- 
lied Shoe Products Show leaders 
predict. 

The show’s Style Advisory Com- 
mittee on Solings said these types 
were being used increasingly in 
many types of footwear which pre- 
viously have not utilized them— 
particularly women’s better-grade 
shoes. 

Richard R. Ketchum, advertising 
and sales promotion manager of 
Avon Sole Company, heads the com- 
mittee. 

The group’s report on nuclear- 
type solings for next spring in- 
cluded these highlights: 

® Men’s Soles: The recent popu- 
larity of the functional boot for 
outdoor wear will continue, with 
non-slip sole designs. These boots, 
along with their solings, will carry 
a “rugged” masculine look. 

In men’s dress shoes the trend 
is in the opposite direction, toward 
lighter, dressier solings. Soling re- 
search has brought tougher com- 
pounds and lighter weight, lighter 
looking and more flexible soles that 


are also longer-wearing. 

A similar development has come 
about in men’s casual shoes: em- 
phasis on lightness, flexibility, thin- 
ner and more colorful soles, par- 
ticularly in cellular types which 
are popular in casuals. 

In cellular solings, the brown 
family will lead, with black, gray 
and dark blue also important. For 
spring, emphasis on rib solings will 
carry many variations in both 
cellular and solid compounds. 

© Women’s Soles: There has 
been increasing interest in syn- 
thetic-type soling in the women’s 
dress and novelty shoe field, includ- 
ing better grades. Popularity of 
the new solings that flex only one 
way is growing. 

An outstanding development in 
this field, and in high prominence 
for spring, are new bottom finishes 
with a waxy, “textured” feel, and 
a look of top quality. These new 
solings will cement without unat- 
tractive shadowing through of 
lasted-over uppers; they can be 
split for heel-breasting. 

In women’s casuals, popularity 
of cellular solings will continue 
high, with some movement toward 


pastel tones in matching or con- 
trasting shades. Rib solings show 
no signs of decline in popularity, 
but can be expected to expand into 
greater variations of designs. 

© Children’s Soles: As a result 
of increasing fashion emphasis in 
the juvenile field, solings are adopt- 
ing fresh design and styling treat- 
ments. Pastel shades are attract- 
ing interest. In casual types, sol- 
ing designs will be less fussy to 
harmonize with soft-easy construc- 
tions. Pastel uppers will be con- 
trasted with brown-toned solings. 
White cellular solings, popular in 
1959, should prove even bigger for 
spring ’60. In patent leather party 
shoes, black cellular solings will 
have hard, natural finishes. 

Cummittee Chairman Ketchum 
said synthetic solings are expected 
to arouse great interest and stimu- 
late heavy buying at the next Al- 
lied Show, August 1-4 in the New 
York Trade Show Building. 

The 200 exhibitors at this show 
are expected to introduce some 
1500 new items. 

According to Allied Show offi- 
cials, an estimated $8 million a 
year is being spent by the allied 
shoe trades on research. This fig- 
ure represents 2 per cent of the 
gross annual sales of approxi- 
mately $400 million for shoe mate- 
rials, supplies and equipment. 
(Funds for leather industry re- 
search are not included.) 





Buying Is Light for Boot Lines at Denver Apparel Show 


(CONTINUED FROM PAGE 21) 
toe and walking heel, retailing at 
$18.95. 

Benedictine kangaroo leather, 
heretofore in the $40-45 price range 
in boots, has been put into a lower- 
priced boot because of the growing 
demand for softer and more pliable 
leathers. Particularly popular in 
this same line is a_ benedictine 
kangaroo in two-tone combination 
stitched in five-row threads of yel- 
low, orange and red blended on 
black to bring up the Benedictine 
tone. 

Mexican imports in handmade 
boots were selling well, with prices 
set at $22.95 in plain styles to 
$35.95 in the “fancies.” 

Wellington types of both work 
and dress boots were favorites at 
the show. There was a demand for 
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handmade, handsewn, chukka-type 
boots, retailing for $14.95 in both 
black and chrome tan leather. In 
buying for fall, too, retailers show- 
ed interest in shearling-lined, 
chukka-type boots. selling for 
$12.95. 

One dealer said his Wellingtons 
were the biggest in the line, selling 
from infant sizes to retail at $5.95, 
up to $15.95 for children and $25 
for adults. These are made with 
kid uppers and calfskin vamps. For 
farmers and stockmen, a $17.95 re- 
tailer in an all-over glove leather 
with crepe sole is most in demand. 
Another line featured a moccasin 
toe boot as its No. 1 seller, retail- 
ing for $25. 

Dress Wellingtons were added to 
several lines, with the smooth 
leather numbers selling at $25, 


rough-out leathers at $19.95. Many 
lines reported needlepoint toes still 
most popular except in work boots, 
and black predominant except in 
soft glove leathers. 

In work shoe lines, there was a 
growing demand for _ insulated 
shoes for men. In dress shoe lines, 
while black was still being bought 
in volume for the younger trade, 
the trend is growing for the deep 
brown tones. There was particu- 
lar interest in English imports in 
dress shoes, fashioned over nar- 
rower lasts and in lighter weights 
than formerly. 

In children’s shoe lines, empha- 
sis was on the oxford and saddle 
types, with an increasing interest 
in black velvet combined with 
smooth leather and with white eye- 
lets or other white accents. Chil- 
dren’s loafers were being pur- 
chased only spottily. 
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—Sales training expert, Jack Lacy, recently gave 
out some secrets of “Creative Selling.” 


—He said: “During the next fifteen to twenty years, 
competition for sales is going to be the fiercest 
that industry has ever known. And the difference | 
between highly profitable businesses and those | from the field: 
which make a mediocre profit—or no profit at all | ° 


—is in their solution to sales training problems. 





Bob Campbell, Columbus, Ohio —‘‘Now 


—The smartest thing you can do is to get yourself worked over half my accounts—New fall 


some kind of program that develops creative sales- Sand, cent honk eunn--bine enue dodmbanel 
manship, the kind of salesmanship for which : : ; 
there is going to be the biggest payoff. We’ve my current bookings against last years 
reached the point where, every day of your life, | figures and noted the nice increase. 

you and everyone else in America, are influenced | Hy Stoller, Seattle, Wash.—‘‘Very 
at least a hundred times a day by somebody’s | y ‘ - : ; 


ee . pleased with reactions to the new line—I 
salesmanship. 


can’t miss on my estimates for fall (I’ll be 
—“Just what is creative salesmanship? In my book be for you to pay off on our Steak 
there are only three types of selling: One is ser- reat bet). 
~~, —, Here ! = a — Bill Reid, Chicago, Il. —“The Smoothie 
oe uae ane ; 
needs something anc : las decided to buy it, anc saddles on the new lasts, sizes 4, to 9, are 
al] that is involved is the necessary service to ; 3 ‘ . 
seibwtne: R : ’ sleepers—Don’t be chicken, plan on having 
make it available. That’s a service sale. 3 
a generous inventory for September and 
October fillins—Colors will run: grey, No. 


—*The second is negotiation selling. Here, the pros- 
‘ I one; black, two; red, three.” 


pect needs something; knows that he needs it, 
and has decided to buy it. But he hasn’t yet de- | Ken Wise, Atlanta, Ga.—‘Count on me 
cided to get it from you. He is willing, however, for extra pairs in BRISTOL Juniors and 
to let you compete or negotiate for his business. Seniors (especially #0821 and 49871. 
This is negotiation selling. ‘ ee ne 

I’ll underwrite 30 per cent increase in these 
numbers for my territory.” 





—“The third type is creative selling. Here’s where 
you convince the prospect that he needs some- | Tom DeMoss, Dallas, Tex.—‘Give me 
thing that your product or service can supply. | my boots and saddles—It’s an old adage to 
He may not even suspect he needs anything. You some fellows, but please, oh please, have 
have to start from scratch.” ; ete ee 

plenty of Chukka boots and Smoothie sad- 
dles in stock for school fillins—They’re 


—This then is Jack Lacy’s time-tes : 
J acy’s time-tested formula for terrific.” 


creative salesmanship: (1) Crystalize the need. 
(2) Prove your product is the one to fill the pros- 
pect’s need. (3) Make him want it enough to P.S. Joe gives an open vote of thanks to all 
decide to act immediately. of the JUMPING-JACKS sales crew — 


“You fellows make my job easy.” 


Publisher 
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Just about every kind of shoe is made by everyone, everywhere. 
The principal difference in shoes today is not price, or quality — 

though these are mammoth. 

The difference is CONSUMER PREFERENCE. Consumers #1 
interest is the product ....they want a GOOD product, 

an ORIGINAL product. 


Consumers know that copies of a pattern, beget copies of quality 
which begets cheap prices on the same level with the substitute 
shoe. Inferiority in anything is always lower in price. 
Heydays is not a Retailer/ Manufacturer; Heydays is not a 
SPOT line, nor a GENERAL line. Spot Retailers and General 
Retailers buy them, and that is as it should be. 


HEYDAYS is a Specialty Line — one of America’s longest, most 


profitable, and best, because they make a genuine article, backed up with 


research, originality and quality of which the Industry is Proud. 


SQUALL 
Stocked in Black Suede 
with Black Congo 
Brown Suede with Jersey Brown H. B. 


HEYDAYS SHOES, INC., 2032 LOCUST ST. © ST. LOUIS 3, MO. 


26 Boot and Shoe Recorder 





Voice of the ‘Trade 


Planning and excitement six months 
in advance . . . for the largest and 
most complicated presentation in the 
history of Neiman-Marcus store in 
Dallas . . . a “South American Fort- 
night”—October 18th through No- 
vember Ist. 

This will be the third in the “Fort- 
night” series. The “French Fortnight” 
in October, 1957, placed its emphasis 
on women; while the “British Fort- 
night” the next year was slanted to- 
ward men. The coming “South Amer- 
ican Exposition” will honor men and 
women equally. 


STANLEY MARCUS, president of 
Neiman-Marcus, says: “Our past Fort- 
nights have shown how important in- 
ternationally the old buying and sell- 
ing game is. In addition to encour- 
aging a lot of buying and selling, we 
hope to call attention to the beauty 
and cultural manifestations of South 
America.” 

A music festival in the City of Dallas 
is planned during the Fortnight. Folk 
artists, dancers, singers and musicians 
from each South American country 
will be imported to Dallas for events 
at the store and throughout the city 
during the two-week event. The Dallas 
Museum of Fine Arts will feature an 
exhibition of art through the history 
of South America gathered by Mr. 
Sicre of the Pan-American Union. 
Smaller exhibitions of art, including 
one featuring Colombian gold, will 
also be displayed at the store. 

Both the interior and exterior decor of 
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Neiman-Marcus will carry out colorful 
South American designs during the 
Fortnight. The Zodiac Room will be 
transformed into a replica of the “Inn 
of the Thirteen Coins” in Lima, Peru. 
In addition to extensive South Amer- 
ican merchandise, there will be many 
articles inspired by South American 
design, but created in the United 
States and Europe. 


* * * 


A unique usage of shoe polish! Thanks 
to Knomark, Inc., the floral blanket 
presented to the owner of Preakness 
winner, ROYAL ORBIT, looked like 
the Black Eyed Susans it was supposed 
to be. 

Since the Maryland state flower doesn’t 
blossom until summer, the florist, Bob 
Graham Inc. of Baltimore, took Bos- 
ton daisies and painted the yellow cen- 
ter black with Esquire polish. To ac- 
complish the job, Carl Hersfeld of the 
florist firm used two bottles of polish 
and a camel’s hair brush. 


* * * 


STEVEN JAY, president of Fyfe’s 
Shoe Store in Detroit, Mich., antici- 
pates good fall business. Speaking for 
the men’s shoe department, Mr. Jay 
expressed the belief that sales will top 
the fall of 58 by a healthy margin. 

“One of the primary factors in this 
favorable forecast,” he says, “is the 
sustained boom 
Although unemployment is still a prob- 
lem in Detroit, many more men are 


in automobile sales. 


working—and expect to remain work- 
ing—this year than last. Secondly, in- 
come is up while the cost of living has 
remained more or less static in this 
area. In addition, shoe wardrobes are 
running lean right now as a result of 
curtailed incomes last year and most 
men will really need one or more pairs 
of shoes by fall. 

“The majority of people have a desire 
io dress well,” he added. 
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‘Department stores are wrong in cur- 
tailing service and reducing the num- 
ber of sales people to a minimum,” 
says JULES BALIN, owner of the 
Sample Boot Shop in Johnson City, 
New York. He pointed out that “over 
the years, department stores have built 
their business on helpful and well- 
trained salesmen and many services. 


“Service was one of their strongest 


points. Now, many stores are cutting 
down all around in order to reduce 
costs. In so doing, they are playing 
right into the hands of discount and 
other self-service operators. 
“Certainly it is not advisable for the 
small independent shoe retailer to fol- 
low this trend . . . for it would only 
tend to weaken his personal relation- 
ship with customers. Now, more than 
ever, he needs their loyalty, friendship 
and confidence. They constitute the 
main difference between his business 
and that of the big corporations. 
“This 
makes it possible for him to sell more 
effectively than the big stores. The 
way it works out in our shop... we 


good personal relationship 


don’t try to compete on top national 
brands. Instead, we use a hard sell 
on merchandise that is relatively un- 
known and with a_ better 
profit picture. We are not a cancella- 
tion but 
such an operation to many women. 
What we stock reliable 


that offer a maximum in style, good 


come up 


store; our name suggests 


do is lines 
construction and value. 

“As we have gained the confidence of 
customers, we have been able to recom- 
mend shoes specially suitable for a 
specific customer. Pleased with this 
personal interest and frank opinion 
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about the merchandise . . . most cus: 


tomers have become our friends.” 
7 * * 

“Price increases are inevitable,” says 
SAM PEDOTT, men’s shoe buyer for 
O'Connor & Goldberg, Chicago shoe 
chain. “Therefore, it is up te retailers 
to maintain quality rather than to 
downgrade. This is an opportunity 
or a challenge to the industry to put 
forth some extra effort to sell men’s 
shoes on quality and with emphasis 
on style. For a long time the men’s 
shoe industry has needed to do some- 
thing to sell men on the idea of buy- 
‘ng something new, fresh and dif- 
ferent. 

“The men’s staple shoe business, as 
such, is dying off. Ours has become 
largely a young men’s shoe business, 
as far as sales go. The so-called staple 
customer isn’t being sold. Now is the 
time to strike a happy medium. We 
should continue to cater to the young 
man who wants something new and 
different. At the same time, we should 
out for the older, 


reach more con- 


servative customer.” 

* * * 
Four family gift events in May and 
June, says the Bureau of Advertising 
of the American Newspaper Publish- 
ers Association, will account for retail 
sales of $1.6 billion this year: Mother’s 
Day—$900 million or $17 per family. 
father’s Day—$350 million or $7 per 
family. Brides — $350 
$1,003 per June 


million or $10 per grad. 
* * 7 


million or 


bride. Grads—$22 


“It is a bit too early to be able to 
gauge now how business will be in the 
fall,” says JOHN CALDWELL, JR.., 
head of Caldwell’s 
in Kansas, Nebraska and 
North “But 


with the economic condition as it is, 


whose stores are 
Missouri, 
Dakota. He continues: 


the inflationary period we are going 
through, if we get decent crops and 
industry continues working full time 
in our area, there is no reason why 
we will not have a big fall. 

“Stylewise, it appears that there will 
he more open shoes than last fall and 
more color. In fact, we have chosen 
two colors in women’s shoes that we 
plan to promote quite extensively. We 
have bought suedes, calfskins and 
reptiles in these two colors.” 
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Profile.... 


by ESTELLE G. ANDERSON 





ble 


OSCAR MONTANO 


66 HE one man in greater Tucson (Arizona) who has probably fitted 

more shoes than any other individual is, undoubtedly, Oscar 

Montano, merchandise manager of the shoe departments at Levy’s 
Department Store.” That is the reference and accolade bestowed upon him 
by the Tucson Daily Citizen. And it would be echoed and re-echoed by the 
countless thousands of men, women and children whose shoe needs he has 
understood and served during the past twenty-eight years that he has been 
at Levy’s. 

Oscar Montano has come a far distance since that day in 1931 when he 
applied for an after-school job at Levy’s. He was hired and became a familiar 
sight as he whizzed along on the store’s one and only vehicle—a bicycle— 
delivering shoes throughout the community. 

When he graduated from Tucson High School, he joined the store on a 
full-time basis. His responsibilities ran the full gamut . . . deliveries, opening 
and marking incoming shipments, maintaining stocks for several selling 
departments, traffic department operation. It was the kind of experience and 
practical education that was to stand him in good stead in the managerial- 
administrative duties he was to assume later on. 

His personality and popularity soon convinced Levy’s that here was a 
young man who should not “hide his selling flair and abilities under a 
bushel” in the back of the store. So they made him one of their regular 
shoe salesmen, in the men’s shoe section. Over a score of years he got to 
know more and more customers; learned more and more about merchandise 
and stock control. 

Between 1942 and 1945, Oscar’s retailing experience was interrupted 
by duty in the United Army Signal Corps. During this period, however, he 
had a chance to further his education. He attended Valparaiso University in 
Indiana and the University of Sydney in Australia. 

Upon returning to the store in 1945, he became assistant department 
manager of women’s and children’s shoes. And in 1952, he was made mer- 
chandise manager of all three shoe departments at Levy’s. 

He is a firm believer in nationally advertised brands and has done an 

(CONTINUED ON PAGE 39) 
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Discreet Raglan Blucher 








Discreet from the tips of its pointed lace ends to its tapered toe 
is this street and dress three-eyelet raglan blucher in Spice Tan 
lightly grained calf. The refined detailing of this very tailored 
style is enhanced by a deft patina stain which outlines the apron and 
lace stay. The narrow piping provides a note of sharp contrast at 
the top line. Fine wheeling on the welts discreetly points up the 
moderately close edges, and the Continental last, while full through 
the ball, tapers and recedes at the toe. A contrasting style feature 
at the toe is provided by the squared effect of the apron: Freeman. 
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| Grace and Charm 


) by ELEANOR M. RUTTY 


Black suede T-strap more confidence in her power to please, in her 


with attractive vam : ° , 
cutouts. 15/8 Pies. own attractiveness. The right kind of shoes can 


heel. Dr. Scholl. give her this pleasurable feeling. 


Walking with ease and poise, a woman feels 


Wide goring part of 
delicate vamp detail- 
ing, on 14/8 heel 
suede stepin. Air Tred. 





At right: Open toe, 
diamond - shaped cut- 
outs lighten high vamp 
of smart stepin. Julian 


& Kokenge. 








Graceful heel and te 

tured kidskin, attrac- 

tive features of tailored 

stepin. Dickerson. 
At right; Finely de- 
tailed vamp with 
decorative goring, 
graceful heel. Cushion- 
ized Bellaire. 


Smart detailed specta- 
tor vamp with stretch- 
able leather-covered ad- 
justment ring, stacked 
heel. Conformal. 





Goodyear welt, ex: 
tended counters, arch- 
supporting shanks in 
attractive tie, 14/8 
heel. Wilbur Coon. 
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Keep Step with Comfort 


HE French say, “One must suffer to be beautiful.” 

If they are right, then must one be homely to be 

comfortable? We don’t think so and manufac- 
turers of comfort types for women don’t seem to think 
so either. More and more they are putting attractive 
styling into their shoes. 

Where they once had a fixed formula for these shoes—- 
oxford with stitching and cutouts to give a shorter, lighter 
look to the long, broad vamps—now they use different 
designs in cutouts and stitching. 

They have taken popular vamp treatments, such as 
moccasin effects, smartly styled high tongues and decora- 
tive straps to give a shorter look to the vamp. Stitching 
and cutouts are used in new ways. Tiny buttons, very 
popular just now, are prettily used. And new heels are 
more graceful but sturdy enough to give proper support. 


Goodyear welt on leath- 
er sole and rubber 
heel; long counter and 
steel shank for easy 
walking. Barefoot 
Freedom shoe. Miller. 


Black suede three-eye- 
let tie, with attractive 
cutouts and graceful 


heel. A Drew shoe. 
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All this is very cheering to all the women who are 
obliged to wear such shoes; who need the comfort of 
special sole, and sometimes upper, cushioning and the 
support of a metatarsal pad and “cookie” or even more 
orthopedic features such as arch-supporting shanks. It is 
cheering, too, for the woman who likes her shoe ward- 
robe to include a pair of really comfortable, “sensible” 
shoes. 

Back of all the common sense in having such shoes 
there can be some vanity, too. Anything that gives a 
woman a more poised, graceful walk should appeal to her 
natural desire to look attractive. Nothing is lovelier than 
a graceful, effortless walk. It gives poise and confidence 
which is reflected in the whole bearing, manner and 
appearance; in the disposition and the mental outlook. 

So strongly do we believe in the effects of comfortable, 
well-made, well-fitted shoes that we are suggesting a new 
name for these extra-comfortable styles. We think that 
they should be called “charm” shoes and that you should 
tell your customer the reason for this name. 

In addition to promoting the comfort, ease and grace 
in walking afforded by these shoes, you have another 
effective selling point. This is the year of the walking 
shoe. Lower, heavier heels, often stacked 
leather, extension soles and smart, tailored styling are 
bringing in a new type of shoe to round out a well- 


somewhat 


dressed woman’s shoe wardrobe. 

More than likely you have already promoted shoes of 
this kind for this past spring. In fall lines you have, of 
course, found more such styles. Fall and winter are the 
best months for walking and we can expect widespread 
promotions of both the shoe and the exercise, both slanted 
to appeal to the fashion-conscious woman. 

Here is a whole new angle for your comfort type shoes. 
Even women who cannot take long walks, can become a 
little more active, to the benefit of their health. 


Slashed folded tongue 
and metallic ornament, 
features of gore-ad- 
justed calfskin stepin. 
15/8 heel. Dr. Locke. 








Specialized Selling Builds 
Big Wellington Business... 


One type promotion, large year-round inventory, full range of men’s, women’s, boys’, 


girls’ sizes make Family Booterie Wellington headquarters for bluegrass region. 


AKE one region of the nation 
—the south central bluegrass 
area. Take one type of boot— 
the modified Wellington. Add that 
magic ingredient, the pre-sold cus- 
tomer, and you have a formula for 
successful selling that is hard to beat. 
Graceful as a dress shoe, yet tough 
as a work horse, the Wellington sits 
on a kind of sales pinnacle in the blue- 
gress states. Playing up the wide ap- 
peal of this boot as a type of foot- 
wear for a variety of occasions has 
resulted in a large volume of business 
for Family Booterie, 422 Union Street, 
Nashville, Tenn. 
The store boasts one of the largest 





At FAMILY BOOTERIE’S . . 4 Stores 


America’s Greatest Value in 
Genuine LEATHER 


Wellington BOOTS 


by ACME 
men’s... 19% 


Sizes 612-13....8,C,O0GE 
(Simee 13 oc ceneess 11.95) 


poys’.... 8% 


Sines 34 te 6 


ouths’. . . 7.95 


Seer ty te 8 


ws 
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These are handsome, all leather boots . . . 


leather 
. SOFT and COMFORTABLE 
- +» and at such an unbelievably LOW Price! Get 
yours TODAY! 
@ Deluxe Wellingtons 13.95 - 16.95 
With Full Foam Cushioned Insoles 
Order by Mail or Phone—Shipped Postage Paid—Add 3% Seles Tax 


lined, leather soles . . 











Headquarters for BOOTS of All Kinds 
for Men—Women—Boys—Girls 


All 4 Stores OPEN Friday Nite ‘til 9 





stocks of Wellingtons in captivity. 
With its reputation as “boot head- 
quarters” built up over the years, the 
23-year old store today draws cus- 
tomers from a four-state area, Ten- 
nessee, Alabama, Kentucky and Mis- 
sissippi, and does a sizeable mail order 
business besides. 

What powers do these Wellingtons 





A special display of Wellingtons greets customers as they enter the boot depart- 


have that make them such good sellers 
for Family Booterie? First, they are 
durable and practical to wear. Sec- 
ond, they are distinctive in appear- 
ance, a kind of trademark to the horse- 
But third 
and most importantly, residents have 
taken a shine to them, with resultant 

(CONTINUED ON PAGE 45) 
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minded bluegrass region. 


& 


ment, All categories of shoes are sold in addition to a wide variety of boots. Brown 
brushed buck pair at lower right features oil resistant cork soles. 
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For the boys: Oxfords with the masculine 
treatment: Child Life by Herbst; Ger- 
berich-Payne’s Gold Coin; Storybook; 
Step Master. 
EITERATION for emphasis! 
The styles illustrated here, to- 
gether with those we showed 
in the June first issue, reflect the style 
categories that are expected to be most 
popular when classes start up again, 
across the country. They reflect the 
continuing trend toward patterns that 
look and feel light—as well as lasts 
that are slimmer and tapered. Some, 
with square toes, will gain in favor. 
Glove and soft tannage leathers as 
well as brushed, roughed, textured 
leathers, are all gaining in importance. 
Nylon velvet continues to make strong 
inroads in the shoe material field . . . 
nylon velvet, either alone or in com- 
(CONTINUED ON PAGE 52) 


Reprise: Back-to-School 


in shoes that combine all the elements of style, color, lightness and durability 
to make them instant favorites with girls and boys when the new classes start. 


by ESTELLE G. ANDERSON 
’ \ 


For the girls: Ny- 
lon velvet saddles, 
a bal, a boot: Ger- 
win; Blue Bon- 
net; Step Master; 
Storybook; Step 
Master. 
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unctional Footwear 


How the University of Rochester's Gait Laboratory “functionalizes” an ordi- 
nary last. The concluding article in a series of three about the Laboratory's 
many years of research on gait and foot function in relation to lasts and shoes. 


HE LAST Contourgraph is a revolutionary de- 

parture from the conventional method of designing 

and measuring lasts. It’s a medium through which 
the Laboratory’s knowledge of gait and foot function is 
translated scientifically into wood, and then into shoes, 
so that the functional principles are incorporated in the 
finished shoes. Basically, it’s a “control” instrument. It 
controls the shape and contour and measurements of 
every part of the last so that there’s a maximum of pre- 
cision and uniformity, and a minimum of error. (See 
Figure 27.) 


27. The Last Contourgraph, a precision instrument for determining 
the shape and measurement of every part of the functional last. From 
heel to toe, 19 separate ‘‘profile’’ measurements are taken. Each of 
these is automatically recorded on a Contourgram (chart at back of 
machine). This scientific procedure assures uniformity in last design 
and measurements, 

A conventional last is measured in about six places: 
ball, waist, instep and heel (all girth measurements), over- 
all length, and sometimes heel-to-ball and ball tread. This 
is fundamentally a job of craftsmanship, combining the 
skill of a practiced eye and hand. 

With the Last Contourgraph, however, the fallibility of 
the human eye and hand are eliminated. Use of a pre- 
cision instrument assures consistent accuracy and uni- 
formity of measurement. It means, for example, that the 
backpart and midfoot of a size 7B in one model will be 
exactly like a 7B in any other model, despite differences 
in styles of lasts. This in itself is an important advance 
for precision shoe fitting. 

And here enters a unique system. Nineteen different 
measurements (each of which is called a “profile”) are 
taken on the functional last by the Contourgraph. The 
machine does this quickly, simply, accurately. Each of 
these profiles is a cross-section or “slice” of the last, from 
heel to toe. And each is numbered, from No. 1 at the toe 
to No. 19 at the heel. (See Figure 28.) 

Each of these profiles corresponds to a section of the 
foot. On a functional last, each “slice” or profile is 
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by WILLIAM A. ROSSI 


shaped as the foot is supposed to be in its most efficient 
form. For example, if profile No. 18 (through the heel) 
were sliced out of the average foot, the shape of this 
slice would show the “natural” heel pronation. If the same 
profile No. 18 were taken out of a functional last, it would 
express the correct shape to protect the foot against pro- 
nation. Thus, when the foot was in a shoe made over a 
functional last, there would be less heel pronation be- 
cause the “protection” was designed into the original last. 

The Contourgraph traces a last around each of the 


28. Plastic model of 19 “profiles” of a functional last. Each of these 
individual sections expresses the shape required for maximum functional 
efficiency of the matching section in the foot. By mating each of these 
sections on a functional last, with the same section on a conventional 
last, the differences in shape and alignment show up instantly. 


19 stations. The contour of each of these stations is 
automatically recorded on a special graph sheet. We 
thus get a printed profile, a contour tracing, called a Con- 
tourgram. (See Figures 27, 29 and 30.) 
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29. These are Contourgrams. Each of these represents one of the 
19 “profiles” of a functional last—giving exact shape and measurement 
of that particular part. At left is Contourgram of the last at the ball 
(Profile 6); and at right is a cross-section of the last at the instep 
(Profile 12). Conventional lasts are measured in inches, but functional 
lasts are measured in centimeters and millimeters for additional accuracy. 


Now, let’s take a conventional last and “functionalize”’ 
it—that is, correct it so that its design conforms to the 
functional requirements of the foot. Let’s take a men’s 
size 8D. The Contourgraph traces the 19 profiles on this 
conventional last. Now, each of these profiles or “slices” 
is compared with the corresponding profile on a men’s 8D 
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functional last. Instantly the differences, profile by profile, 
show up in sharp contrast on the Contourgrams. This is 
scientific precision. We now know exactly where the con- 
ventional last is off alignment, and exactly how much, 
profile by profile. (See Figure 31.) 

The scientific method extends even further in the 
design of the functional last. For example, a special 
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30. At left is Profile 18, a cross-section of the last at the center of 
the heel seat. At right we have, for sake of illustration, Profiles 6, 12 
and 18 superimposed on one another. This is a graphic example of the 
changing shape of the last from heel to ball. When all 19 profiles are 
superimposed, there’s a more refined and gradual change in shape from 
heel to toe. Note how base of each profile strikes exact vertical center 
of the circle (0 to 180 degrees). And also how exact vertical and 
horizontal centers of the circle strike the exact center of each profile. 
This is scientific precision and “control” of the last at all points. 


technique is used to get what might be called “directional 
alignment” in the last. That is, to make certain that the 
long axis of the last conforms to that of the foot (in most 
conventional lasts, the Laboratory finds, this alignment is 
off center to some degree, resulting in some torsional 
conflict between foot and shoe; this affects the fit and wear 
performance of the shoe.) 


This isn’t achieved with the “practiced eye” but with 


THE CONTOURGRAPH SHOWS EACH 
OF THESE FOUR CONVENTIONAL 
LASTS TO HAVE A DIFFERENT 
HEEL SHAPE AND ALIGNMENT. 
THE FOOT 1S THEREFORE MADE 
TO FUNCTION IN A DIFFERENT 
POSITION IN SHOES MADE OVER 
RESPECTIVE LASTS. 





FOUR FUNCTIONAL LASTS, DE- 
S/GNED FOR A DRESS OXFORD, 
WING TIP, FRENCH TOE AND 

HIGH CUT WORK SHOE ALL SHOW 





CONTOUR /8 


THE SAME HEEL PROFLE AND AL- 


/GNMENT. MAXIMUM FUNCTIONAL 
STABILITY IS PROVIDED FOR THE 
FOOT IN ANY SHOE STYLE. 


60 ? 


31. Example of how a conventional last is ‘‘functionalized’’—that is, 
corrected in shape without affecting the style. At left are heel cross- 
sections (Profile 18) of four conventional lasts. Note that shape and 
alignment in all four are different. This means shape, fit and shoe 
performance of shoes made over same size in these four lasts would 
be different. At right, these four lasts have undergone “‘functionaliza- 
tion”’—that is, correction. Note now the uniformity of heel shape in 
all -, The same ‘“‘correction” principle is applied to all 19 profiles 
in the last. 


the use of special instruments and geometric formulae. 
As a result, every part of the last is in proper relation to 
every other part, and this is always precisely uniform. 
While there can be every conceivable variation in the 
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styling of these functional lasts, there is no variation in 
their measurements and basic functional design. This 


results in uniformity or consistency of shoe sizes, which 
in itself represents a major achievement in footwear. (See 
Figures 32, 33, 34.) 

It wasn’t until about 10 years ago, after 22 years of 
research, that the Laboratory felt that its mass of accumu- 


32. (top) Proper last alignment, a new technique developed by the 
Laboratory, makes sure the last is “lined up” correctly, heel to toe, 
conforming to functional foot alignment. 

33. (bottom) Sole angle pattern is formed by two lines against the 
outer sides of the last, converging into an angle. This angle is bi- 
sected so that the center line of the angle conforms to the central axis 
of the foot. This center line is projected upward onto the last. The 
ends of this line at heel and toe are used as exact centers for mount- 
ing the last on the Last Contourgraph in the exact position required. 


lated scientific data was ready for the biggest test of all: 
acceptance of functional shoes at the consumer level. 
Functional footwear had met all the performance tests up 
to this point, with many selective groups of individuals 
wearing the shoes. But what about acceptance at the 
mass market level? 

In the 1940’s, Endicott Johnson Corp. investigated the 
research at the Rochester Gait Laboratory. The company 
officials were so impressed that they decided to create a 
line especially for functional footwear. This became the 
now-well-known Guide Step line, which today includes 


34. After the center line has been projected upward onto the last, 
the heel center point is precisely located. This permits the exact 
right amount and direction of toe spring in the last and shoe. 


men’s, women’s and children’s shoes, and even rubber 
footwear, and has extended to several dozen different 
styles and patterns. But before the Guide Step line was 
launched commercially, it was preceded by perhaps the 

(CONTINUED ON PAGE 56) 
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Rock’n’ Roll Packs Shoe Store 


Disc jockey and shoe store manager get together on a nine 
day promotion that puts the store on the map for teenagers. 


ON ROSSI, manager of the 

Mary Jane Shoe Store, Provi- 

dence, R. I., was looking for 
a promotion that would stimulate his 
teenage business. He talked the mat- 
ter over with friends in the entertain- 
ment field but none of them came up 
with an idea that would jell. Then 
Steve Kass, disk jockey on radio sta- 
tion WRIB, mentioned that he had 
just made a new recording that he 
was anxious to publicize and this gave 
Rossi the idea he was looking for. 
They could both get publicity by 
plugging the song from the Mary Jane 
window. The promotion they worked 
up had Providence standing on its 
ears for nine days. 

Engineers for Station WRIB set 
up a direct wire from the window of 
the Mary Jane store to the radio sta- 
tion and the station also absorbed all 
the costs of the broadcasting. Steve 
Kass sat himself before a record turn- 
table in the window and announced to 
the world in general that he would 


not leave until Dick Clark played his 
record on the television show Ameri- 
can Bandstand. It is an accepted fact 
in the record industry that when Dick 
Clark, the idol of the teenage world, 
plays a new song on his show, it sells 
more than a hundred thousand copies 
the very next day. 

The song that Mr. Kass had re- 


WRIB Disc Joctry 


‘Sreve GAS ~ == 0 


EASTER DERE CAMPS 


corded was “Darling, My Love” writ- 
ten by Bobby Darrin of California. 
The reverse side of the “Darling” 
record, also sung by Mr. Kass, is 
“You Made A Booboo.” 

Permission for this promotion had 
to come from the executives of the 
Mary Jane chain. Before going into 
it, Don Rossi and Steve Kass went to 
Boston to discuss it with Irving Levy 
and Maurice Orent, officials of the 
company. One factor behind the 
growth of the chain is the promotion- 
mindedness of the men who run it. 
Don and Steve got the go-ahead signal 
and went to work. 

They got in touch with the Rhode 
Island Society for Crippled Children 
and Adults and offered to turn over to 
that charitable organization whatever 
money was raised in the promotion, 
as well as all of Mr. Kass’s royalities 
on the records. The Society accepted 
with alacrity. 

The Society sent out letters to disk 

(CONTINUED ON PAGE 52) 


Above: In the Mary Jane window during 
the promotion are, left to right, Miss 
Rhede Island; Debbie, the Campaign 
Poster Girl; and Steve Kass disc jockey. 


A typical crowd in front of the store, 
with Don Rossi, store manager, and Steve 
Kass in the window. 
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by BILL ROSSI, Field Editor 


Inside Shoe Business 





Test of Our Conviction 


If yesterday's shoe prices were too low, and today’s 


prices are too high, then 


FAMOUS psychiatrist once said, “It’s much 
easier to fight for our convictions than to live 
up to them.” 

Those words have very special application to the shoe 
industry today. 

It is an industry presently suffering the painful retch- 
ings of drastic price upheavals. But worse, it appears to 
be suffering from a case of schizophrenia or “split per- 
sonality.” 


Dual Personality 


One half of this dual personality boldly proclaims that 
shoes are the consumer’s best buy. But now the other 
half bemoans that the higher shoe prices will drive con- 
sumers away. Since when was any consumer ever driven 
away by a “best buy”? 

This industry has for years voiced loud and strong 
convictions that the consumer was getting top-dollar value 
in almost any pair of shoes, no matter the price. In fact, 
we've been insistent that most shoes were priced low— 
too low. We’ve bewailed that we don’t get enough mark- 
up or profit, that we’re pinched between creeping costs 
and competitive pressures. In short, there’s the firm con- 
viction that the public has been getting terrific values at 
our expense. 

Now, suddenly, comes a strong push-up on shoe prices. 
And throughout the industry there is wailing and gnash- 
ing of teeth, along with fear that the price is no longer 
right. Here again our convictions are challenged. If yes- 
terday’s prices were too low, and today’s too high, when 
and where is the price right? 

For the past decade shoe prices have resisted, more 
than most commodities, price increases. Shoe prices have 
been “below par” as compared with the strong and 
steady rise of prices among a wide variety of consumer 
goods. Have these relatively low prices stimulated any 
increase in per capita shoe production or consumption ? 
No. In 1950, per capita production was 3.44 pairs. 
In 1957 it was 3.48 pairs. And in 1958 it was 3.30 pairs. 
It’s obvious that what we’ve termed “low” prices, as in 
recent years, don’t stimulate sales or consumption of 
shoes. 

Over the past seven years, with average factory value 
per pair moving within the narrow range of $3.43 to 
$3.62, we’ve had an amazingly prolonged period of price 
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when is the price right? 


stability perhaps unmatched by almost any other major 
consumer item. But even this stability of low prices has 
served as no stimulant to shoe buying or consumption. 

Back in 1929, two cents of every consumer dollar went 
for shoes. This share of the dollar held fairly steady for 
many years. But with our postwar prosperity and low 
shoe prices, a touch of irony set in: the consumer dollar 
share spent on shoes dropped steadily, year after year. 
In 1948 our share of the consumer dollar had dwindled 
to 1.6 cents. A decade later, in 1958, our share had 
shaken down to only 1.2 cents. This, mind you, in a 
period of low shoe prices. 


The Relentless Squeeze 


Over the years, shoemen have felt the relentless squeeze 
of rising costs and persistently low prices resulting in 
shrunken margins and profits. The shoe industry con- 
stantly bewilders the economists and business analysts. 
For the shoe manufacturing industry is one in which, in 
any given “normal” year, approximately one-third of all 
producers show a deficit or no profit. This is a record, 
except for the economic spasms of wartime, that dates 
back some 30 years or more. If nothing else, we’re con- 
sistent. 

We have seen, over the past 13 years, the number of 
shoe manufacturing firms decline from approximately 
1400 to a present 900. We have seen shoe store liquida- 
tions occupying a high position on the business mortality 
iables. Much of this is the consequence of trying to live 
with the fetish luxury of too-low prices and high costs, 
with inevitable slow extinction of margin and profit. 

Now, suddenly, comes an upsurge of prices. Most 
shoemen, in one impulsive swoop, have dubbed current 
conditions “abnormal.” What we all need to do is take 
a hard and deep second look—and we discover that 
there’s nothing much abnormal about current rises. What 
was really abnormal was the earlier state. 

The current and recent shoe price increases are the 
result of a doubling of hide prices, hence leather prices. 
But for years, hide prices have remained extraordinarily 
low and remarkably stable. Authorities recognized that 
these low hide prices were an oddity on the commodities 
markets. While almost all other raw commodities have 
reflected a steady inflationary rise, hides remained nailed 

(CONTINUED ON PAGE 60) 
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“,..and best of all, 
it features BORG 
lining and trim” 
in 


. 


luxurious BORG fabrics are made by 


the manufacturers of famous Borgana 
® 


00:6 Discerning women everywhere 
——— | b associate the name BORG with 
ar. ) » quality and value. Utilize this 
Mf ’ nation-wide recognition when you 
y e sell winter-weather footwear 
Ll, \BRICS ¢ featuring BORG lining and trim. 
E You'll find it makes the difference 


that makes the sale. 


BORG FABRIC DIVISION 


Amphenol-Borg Electronics Corporation + Delavan, Wisconsin 


In Canada... Borg Fabrics Limited * Elmira, Ontario 





Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 12) 


12-month period beginning July 1. 
On the basis of what the House is 
recommending, a final total close to 
this sum is to be handed the Pen- 
tagon soon. 


A new round of talks leading to 
tariff cuts among free world coun- 
tries will open in the fall of 1960. 

The General Agreement on Tar- 
iffs and Trade (GATT), to which 38 
countries including the U. S. are 
parties, will open its next round of 
conferences in September, 1960, at 
a site still to be picked. 

Possible changes in existing tariff 
concessions between members, 
which will include mostly withdraw- 
als of past tariff cuts, will come 
first. 

The members will attempt to 
work out new tariff-cutting agree- 
ments at the second phase of the 
meeting, which is scheduled to open 
in January, 1961. 

GATT is a forum designed to en- 
courage international trade through 
lower tariff barriers. 

Timing of the new GATT confer- 
ence was set with an eye to the ex- 
piration of the 1958 Trade Agree- 
ments Act on June 30, 1962. This 
act contains the President’s power 
to participate in tariff negotiations. 

More and more, labor reform 
looks like a lost cause in 1959. The 
AFL-CIO hierarchy has_huffily 
withdrawn lukewarm endorsement 


| of the Kennedy soft-reform bill. 


On the other hand, a quietly effec- 
tive coalition of Southern Demo- 
crats and Republicans is working 
behind the scenes in the House to 
add some meaningful reforms (such 
as a ban on blackmail picketing) to 
the Kennedy bill. 

These are widely divergent views. 
As a result, it’s becoming increas- 


| ingly evident that Congress prob- 


ably will fail to vote any kind of la- 
bor reform this year. 

Democratic leaders will be very 
embarrassed if they fail to soften 
the Taft-Hartley labor law a bit. In 
the first flush of victory following 
last November’s elections, some 
leading Democrats promised labor 
leaders they’d write some _labor- 
backed amendments into the Taft- 
Hartley law. (Example: Making 
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foremen and supervisors subject to 
unions.) Senator Kennedy, D., 
Mass., added these changes to his 
soft-reform bill as sweeteners to 
make reform more palatable to 
union chiefs. 

Now, with his soft-reform bill in 
trouble, there’s a very real possibil- 
ity that the Democratic leadership 
in the Congress will have to back 
down on its promises of Taft-Hart- 
ley changes. 


Profile: Oscar Montano 
(CONTINUED FROM PAGE 28) 


outstanding job with such lines as 
I. Miller, Mademoiselle, Florsheim, 
Fontana, Naturalizer, Sandler of 
Boston, Amalfi and Caprini shoes 
for women. Some of the children’s 
lines include Buster Brown, Weber, 
Sandler Junior, Trimfoot, Propr- 
Bilt and Hood. And for the men— 
Winthrop and Florsheim shoes. 
Operating these fashion depart- 
ments at Levy’s, in a community 
just 60 miles from the Mexican bor- 
der, calls for foresight, knowledge 
and a rapport with the citizenry. To 
Oscar Montano this is as natural as 


breathing. Born in Tucson... of 
Mexican ancestry ... he is in the 
right spot and of the right tempera- 
ment to perform outstandingly. His 
knowledge of the market and major 
resources is second only to his long 
list of personal and business ac- 
quaintances. 

His current challenge is setting 
up a complete new operation of shoe 
departments for Levy’s recently an- 
nounced 60,000 square foot subur- 
ban store in the El Con Shopping 
Center of Tucson. He is working 
against time... for the opening is 
scheduled for fall of 1960. 

Three years ago, Oscar was in- 
strumental in organizing the Tucson 
Shoe Retailers Association. He has 
been president since the very begin- 
ing. The reason and purpose for the 
association were simple. “After all,” 
he says, “we all have exactly the 
same problems—of distribution, ser- 
vice, merchandising, stock keeping. 
Why not put our heads together and 
work as a team to solve them.” 

The association, which meets once 
a month, represents a large number 
of Tucson’s downtown and suburban 
shoe stores. They discuss and try to 
find ways and means of improving 


their facilities and services in order 
to offer Tucsonians the widest pos- 
sible selection of shoes. 

Under Oscar Montano’s leader- 
ship, the Tucson Shoe Retailers As- 
sociation has grown and flourished 
into a very useful and helpful ad- 
junct to the industry, as well as the 
community. They have produced 
several very outstanding city-wide 
promotional events that were backed 
up with extensive publicity through- 
out all radio, television and news- 
paper media in the area. 

As a group, they sponsor special 
shoe sections in the local newspa- 
pers—as a goodwill gesture and an 
invitation to shop the various 
stores. They cooperate with the edi- 
torial and advertising departments 
to put the spotlight on new shoe 
styles, colors, leathers, textures and 
coordination. 

One of the association’s recent 
promotions gained national public- 
ity as the first cooperative venture 
in the promotion of Ripple Sole 
shoes. During the promotion, 
Nathan Hack—Ripple Sole inventor 
—was in Tucson for a personal ap- 
pearance. 

(CONTINUED ON PAGE 45) 





YOU ASK FOR THEM ... 
SO HERE THEY ARE... 
WHILE THEY LAST 


Tingley Display Fixtures, first offered in 1957—were 
offered once again last year. We thought we had 
taken care of everybody. 
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the offer. 





Now, hundreds of new Tingley customers are asking 
for these lightweight, portable fixtures, so we repeat 


While they last, we will supply these silent salesmen, 


at no cost, to merchants who order 72 pairs of any 
Tingley Rubbers or Boots before August lst, 1959. 


Most retailers know that Tingley’s are the fastest grow- 
ing line in the rubber footwear field. And why not? 
With 1/3 the inventory, you fit more feet better! 


Special Note: Besides 14 farm magazines and PARENTS’ 
MAGAZINE, we are now telling the Tingley story to 
the 40,000,000 or more readers of the SATURDAY 
EVENING POST and LIFE Magazine. 


Phone or write the nearest Tingley Distributor. There is one 


near you, but if you don’t know his name, write us. 


Tingley Rubber Corporation 
903 Ross Street, Rahway, New Jersey 
Send me name of nearest distributor and Tingley catalogue. 


CC errr eee 


Address .. 





by SEYMOUR HELFANT 
Manager, Smaller Stores Division, N.R.M.A. 


the Customer 


When an objection is raised, the salesperson should 
let the customer speak her piece to her heart’s content. 


HERE are usually many reasons why a customer 

will raise objections when making a purchase. 

A careful study of the reasons can be a priceless 
asset to the shoeman because it usually presents valid 
arguments as to why the shoes should be purchased. 
Correct reasoning and sound explanations used to 
overcome sales resistance can be a means of creating 
confidence in the store and salesman. 

Objections should be welcomed. It is easy to discuss 
them and come to a reasonable conclusion about them 
when they are brought out into the open. But difficul- 
ties arise when the customer refuses to make a purchase 
without raising any issues. The salesperson is at a loss. 
This usually occurs when: 

1. The customer does not trust the salesperson. She 

feels that he is just trying to make a sale without 

considering her needs or requirements. 

2. She feels that she can think more clearly and 

make a better decision if she does not readily admit 

her real objection. 

3. She feels that she can “get more” if she is inde- 

cisive about voicing her thoughts. The salesperson 

will give her more reasons why she should make the 
purchase. 


If the salesperson is unable to discover the basis for 
the customer’s objections, he will have a difficult time 
presenting his selling points. However, if the salesper- 
son will carefully watch the expression on the custom- 
er’s face and her attitude, he may be able to discover 
what the difficulty is. For example, if the customer 
constantly feels the texture of a suede shoe, it may be 
that the suede is too rough or that it is crocking (color 
rubs off on the hands). Some sort of explanation about 
the material may bring the customer’s problem out 
into the open. 

Many salespeople dislike to wait on the smiling, very 
agreeable customer who loves every pair of shoes that 
is presented and yet cannot be suited with anything. 
She will refuse to make a purchase but never tell the 
salesperson why, although she “loved” everything he 
brought out. 

Some salespeople attempt the negative approach 
when waiting on certain customers. They bring out 
shoes that they know the customer will never be inter- 
ested in. In this way, they feel that the customer will 
inadvertently soften up and tell exactly what is bother- 
ing her or what she is looking for. This will give 
the salesperson an opening and he will know where to 
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aise Objections? 


Objections should be welcomed. When the salesperson is unable to find 


out what these are, he has nothing on which to base his selling points. 


begin in making his sales presentation. 

When given a chance to meet an objection, the sales- 
person must remember that it is of the utmost impor- 
tance to the customer. She will not be satisfied with a 
mere offhand remark. 

Sometimes the customer is able to catch the sales- 
person off-guard; she will make an issue of something 
that does not really bother her. She may be trying to 
sidetrack the salesperson and his presentation with 
some obscure reason for not buying. For example, she 
may say that the season hasn’t really begun yet and 
she will have plenty of time to make up her mind. The 
salesperson can answer this by telling her how impor- 
tant it is to make the purchase now, while the stocks 
are still complete . . . and then get back to the main 
issues that will include important features of the shoes. 

Some people are unable to make up their own minds 
when it comes to buying shoes or to take the responsi- 
bility for making their own purchases. They can be led 
to a favorable conclusion if the salesperson knows his 
product and touches on their needs in a very convinc- 
ing way. If the customer is indecisive, the presentation 
should be made in a simple but direct manner. 

When an objection is raised, the salesperson should 
listen to the customer attentively and let her speak her 
piece to her heart’s content. In this way he can get a 
great deal of information. This information should be 
very welcome because it is the only way that he can 
learn what is on the customer’s mind or what is both- 
ering her. He must be thoroughly familiar with her 
problems before he can change her objections into an 
actual sale. The objections also tell the salesperson that 
the customer is thinking very seriously about purchas- 
ing the shoes but needs some clarification before the 
sale can be completed. It also tells him that the orderly 
processes of thinking in the course of a sale are taking 
place. The customer is on the fence and wants to be 
helped before making a final decision. Any questions 
that are asked or objections that are raised that can 
be answered to the satisfaction of the customer are a 
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good thing and help to make a better sales presenta- 
tion. If there are any questions that the salesperson 
cannot answer, he should make it his business to find 
out the answer, so that he will be ready for the next 
customer. 

When confronted with a constant barrage of ques- 
tions or objections, the salesperson knows specifically 
what is troubling the customer or what she is looking 
for. He can make specific, definite statements aimed at 
the customer’s problems. This makes it much easier to 
pinpoint your attack. You can change resistance into 
a definite sale with a minimum of effort. Answering 
specific objections with specific answers, without going 
off on tangents helps make the sale quickly. 

If there are no objections raised, the salesperson 
must hope to hit on some phase of the customer’s inter- 
ests. He has no tangible knowledge of what is bother- 
ing her. He must try his “luck” by touching on the 
problem with a hit or miss presentation. It is more 
difficult to conclude a sale under these circumstances 
since there is nothing to direct the salestalk. 

The purpose of objections on the part of the cus- 
tomer is to learn more about the shoes and why they 
should be bought. If the salesperson can overcome the 
reasons for not buying the shoes, the sale then be- 
comes easy. 

At times objections are raised that are not true 
objections. A customer merely wants to reassure her- 
self. She knows she is going to buy the. shoes but 
wants to doublecheck her reasons for doing so. She 
can get greater pleasure from the shoes because she 
has been given additional reasons that make her enjoy 
them more. Reasons that she 


thought of. 


When people ask unnecessary questions about shoes, 
they may simply want to be “sold” on them. This is a 
wonderful opportunity for the salesperson to show a 
personal interest in the customer’s problems and at 
the same time clinch the sale. 

(CONTINUED ON PAGE 68) 
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IT’S SO EASY TO FIT A FOOT RIGHT” 
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SEASON AFTER SEASON - CLEAR ACROSS THE COUNTRY RETAILERS 
WANT THE AMERICAN JUNIORS LINE, NATIONALLY ACCLAIMED THE 


"FIRST CHOICE” LINE! 
RETAILERS KNOW THEY CAN SELL SHOES THAT GIVE PERFECT FIT, PLUS: 


- TO ATTRACT WITH FRESH APPEAL 

eCleT NEED - TO PROVIDE ENDURING SERVICE AND KEEP CUSTOMERS 
- TO MAKE VOLUME SELLING A NATURAL 
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. 4 Write us for franchise for your city. 


* 
AMERICAN JUNIORS SHOE COMPANY, INC. 


o 
Suniors pnEngy ONE ISLAND STREET, LAWRENCE, MASS. 
== S DIVISION CONSOLIDATEO NATIONAL SHOE CORP. NEW YORK SALES OFFICE: MARBRIOGE BUILDING 
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Boston Sellers Report May 
3 to 15 Per Cent Over 58 


MAY totals well ahead of those for 
last year are reported by most Bos- 
ton retailers. Increases ranged from 
a low of about three per cent to a 
high of 15 per cent. The average 
was close to 10 per cent. 

Some merchants ascribed the in- 
crease to the early demand for sum- 
mer shoes, notably whites. Others 
reported that gains in the sale of 
casuals had been the major factor. 
In other years, they pointed out, 
these shoes have not sold in large 
volume before June. 

At the R. H. Stearns Company 
store on Tremont Street, an increase 
of 15 per cent was reported. Whites 
and spectator pumps were the best 
selling numbers during the month, 
the latter in the usual combinations 
of white with black, brown or blue. 

The Gilchrist Company, large 
downtown department store, attrib- 
uted its ten per cent increase during 
the month to a consistent demand 
for casual types. Most of these, it 
was said, carried wedge heels. While 
all-over whites were good sellers, 
this store found that the biggest in- 
crease had been in the light tan 
shades such as bone and beige. 

Bonwit Teller, in the Back Bay 
shopping section, reported an _ in- 
creasing demand for whites and had 
placed re-orders on this color as early 
as the third week in May. At the 
other extreme of the color range, 
this store found also that blacks and 
bright blues had contributed to the 
store’s gain for the month. So, too, 
had shoes of dyeable fabric which 
had been sold in a wide range of high 
colors to match or contrast with sum- 
mer frocks. There had been little 
demand during May for opened-up 
patterns. 

Pumps were said to have been the 
best selling patterns at the Joseph 
Antell store, at Zero Newbury 
Street, also in the Back Bay section. 
Practically all the shoes sold during 
the warm days, of which there were 
several during the month, were sum- 
mer styles, it was said. Whites had 
been very good. So, too, had been 
the lighter colors. Mesh shoes were 
among the leaders. This store was 
among the several which reported a 
ten per cent increase. 
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As the month drew to a close, Con- 
rad & Chandler, downtown clothing 
store, actively promoted a three-eye- 
let tie carrying a Queen Anne heel. 
This was offered in four colors: 
white, black, tan and grey. 

At the same time, William Filene’s 
Sons Company offered slender-heel, 
open-toe pumps in Nylon mesh with 
straw stripping. Colors were all 
white and all beige. The demand for 
men’s shoes has not been good in 
most stores since just prior to 
Easter. 


June Finds Chicago Shoe 
Retailing in High Gear 

JUNE shoe business is beginning 
to hit its stride in the Chicago area. 
It has had its ups and downs, but 
the picture, generally, is favorable. 
Sales are running ahead of a year 
ago. 

Official weather bureau reports 
show that May temperatures were 
well above normal. Several days 
they were over 90 degrees. These 
were interrupted with cold and rain. 
But they have helped to keep up the 
buying pace. At the same time, buy- 
ing of late spring and summer types 


Wag 


it's “cotton time” 
at Lowenstein’'s... 


all-occasion dress. Lace on dress is com- 
plemented by bows. Memphis (5 cols). 


has been prolonged. This has helped 
reduce stocks of patents, dark blues, 
and blacks. In fact, sales of these 
types have been negligible. 

Whites are showing more action 
than in several seasons. They had 
good early response from mail order 
catalogs. They are now following 
through at the retail level. This has 
been particularly true when whites 
have been sparked by good style pro- 
motions. They have done well in 
straps and pumps, in high and mid- 
heels, in nylon mesh, straw, kid with 
vinyl, crushed kid and, of course, in 
the classic white calf. The high style 
shops have noted a lot of reaction to 
decorated white pumps on both low 
and mid-heels. These have included 
crystal balls at the throat, unusual 
bows, multi-colored embroidery, self 
perforations, multi-colored insets. 
One chain has done exceedingly well 
with a stiletto toe white pump. 

Straws, another very early mail 
order leader, are also holding up at 
retail. They are strongest in the 


chains in the $3 and $4 bracket in 
whites, natural and rafia. However, 
they are also gaining strength in the 


moderate price and stores and de- 
partment stores higher style salons. 
Pastels are also active throughout 
the price ranges. 

Sling-backs now account for about 
50 per cent of the sales in the better 
salons. The pump, one retailer con- 
tends, has been over-done in promo- 
tion and production. The sling-back 
has never gone out of favor. He has 
carried a selection of styles continu- 
ally and had no trouble selling them. 
Another persistent style is the 
Spring-o-lator, which still does ex- 
ceedingly well. One retailer carries 
several dozen styles and promotes 
them in some two dozen colors or 
materials. Mules are also getting a 
good response and a_ surprising 
amount of them on high wedge heels. 

All retailers are agreed that busi- 
ness doesn’t come easily. It takes 
good, consistent promotion to keep 
sales sustained, it is pointed out in 
department stores, by the chains, 
and by independent retailers. The 
department stores place stress on 
style, playing up new patterns, col- 
ors, fabrics, ideas, and so do the 
chains. The independent retailer does 

(CONTINUED ON FOLLOWING PAGE) 
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too, but also seeks specialty and price 
promotions from time to time. 

This has also been a season for 
frequent volume promotions on can- 
vas shoes for men, women, and chil- 
dren. The same has been true for 
men’s hand-sewn type moccasins, 
buck type shoes, and for women’s 
and children’s bare foot sandals. All 
have done well. 

Their success is attributed to pub- 
lie reaction to the price situation. 
Many retailers have not down- 
graded as such. But they have ex- 
tended their lines to replace lower 
price brackets. And they use leaders 
such as these to get customers into 
the stores. 


Unpredictable Weather Slows 
Shoe Activity at St. Louis 


ST. LOUIS is swinging into sum- 
mer with its shoe stores and depart- 
ments still bustling and busy. The 
volume of business, however, has 
tapered off somewhat from what it 
was a month ago. 

Weather has spaced St. Louis sell- 
ing into an unnatural pattern. Deal- 
ers feel that the city’s cool rainy 
May caused women to postpone their 
purchases of patio type footwear 
until warmer temperature readings 
opened the “barbecue party” season. 
As a result, sales of women’s casuals, 
wedges, straw skimmers, sailcloth 
sandals and the like are at present 
strong. 

Straws found their stride and are 
moving well. Gaily pompommed 
mulebacks on shaped cork covered 
wedges traditionally find acceptance 
each year at this time with a large 
number of St. Louis women. The 
mulebacks are worn as standard at- 
tire for all occasions calling for a 
bright-colored sundress or slim tai- 
lored Jamaicas. 

Teen aged girls are calling for 
plain white flats of white calf and of 
white straw-looking fabric. Half of 
the girls prefer the low-cut skimmer 
to be completely untrimmed, dealers 
are finding. The other half want in- 
conspicuous ornamentations such as 
small bows or gold toned ornaments. 
The flat pattern featuring elasticized 
lacings all the way to the pointed 
toe is selling well in smooth leather 
and in sailcloth in the many lines in 
which it is included. 
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For women’s dress pairs, best sell- 
ing types include white lustre-calf 
closed pumps on 23/8 heels, pearl 
trims; white stripping sandals with 
vinyl to keep the strips from falling 
uncomfortably across milady’s toes; 
white calf open toe sling backs with 
low dipping sidelines. In less dressy 
pairs, good response is reported to 
punched pig pumps on 15/8 heels, 
with punchings in a petal, flower, or 
circular design. Some thongs are 
moving, but only spottily for dealers, 
with ‘suburban retailers outselling 
downtown stores on this novelty 
item. At least one dealer observes 
that his thong business is going this 
year to the five-and-ten cent stores, 
where imported thongs are sold “for 
a song.” 

Barefoot sandal types continue to 
predominate little girls’ purchases, 
with all white and vanilla leading at 
present over red or multicolored 


Baanntis 


The timeless (7,3, 
(Po 

beauty of 02 

antique leather 


SY 4D 
iC) 


This exciting leather treatment knows 


grain! 


0 season, but you'll expecially enjoy 
is It summer long Smooth 
« of grain... here in oatmen 
rich-brown tortoise, lime, silver grey, 
orange perfed with golden 


298 
flecks. Yoursat Chandler's ]2 


Handbag in leathers to match, 12.9 
~ 


~ CHAN DIEEES © 
Skee Kaleony 
Antique grain shoe and bag dominate the 


eye in ad with strong statement of sub- 
stance and quality. Omaha (3 cols). 


pairs. For pre-teen girls, chino and 
red canvas step-ins with white rub- 
ber soles and white piping are mov- 
ing well. 

Men’s activity is centered around 
“cool” shoes. Best selling types at 
present are brown gloss-finished all 
over ventilated five-eyelet oxfords; 
moccasin tip bluchers with punched 
plugs; and black and white nylon 
mesh six-eyelet oxfords with wing 
tip and trim of smooth leather. The 
men’s Florsheim store downtown, 
where a semi-self-service operation 
was installed a short time ago, is 
finding that more and more men are 
coming in to study the styles on dis- 
play on open racks. 

The first fall pairs for women 
made their appearance at Famous- 
Barr, where several patterns of silky 
suede pumps with matching satin 
trim went on display. At Famous- 
Barr, however, as at all stores, em- 
phasis was on clearance sales, offer- 
ing large groups of spring shoes at 
15 per cent off. Volume of stock to 
be cleared varies widely from store 
to store. 


Rain Fails to Slow 
Denver Volume Upswing 


RETAIL shoe business in Denver 
and the Mountain States area con- 
tinued to show gains into June over 
the same weeks a year ago despite 
several unusual periods of cold and 
rainy weather. 

Many retailers were predicting 
that June will be chalked up as the 
biggest white month in years. There 
was a definite upturn in sales in 
white kid pumps, in white and col- 
ored silks and formal and cocktail 
wear in general in the metropolitan 
centers such as Colorado Springs, 
Denver and Pueblo. 

Increased sales were noted, too, in 
casuals everywhere for men, women 
and teenagers, in golf shoes and in 
canvas wear and play shoes for chil- 
dren. Social functions attendant to 
weddings and commencements, an 
exodus of many to the mountains and 
patio living attributed to the gains 
reported by many retailers. Boots, 
also—western, work and Wellington 
varieties—showed an upswing as the 
fishing season opened, as_ guest 
ranches and riding schools moved 
into full operation for the summer, 
and as agricultural operations ex- 
panded. 

Shoe sales were in line with Tenth 

(CONTINUED ON PAGE 47) 
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Profile: Oscar Montano 
(CONTINUED FROM PAGE 39) 


Montano is a very important and 
highly respected name in Southern 
Arizona and Northern Mexico and 
Oscar has gained a great deal of 
additional regard for it both in and 
out the footwear field of this part 
of the country. 

He lives at 3439 E. Hawthorne 
in Tucson—with his wife, Irene, 
and their two sons—Oscar Billy, 
age 11, and John Richard, 9 years 
old. The family enjoys frequent 
brisk games of badminton ...a 
sport in which Oscar himself excels 
and in which he has distinguished 
himself as an outstanding player. 

Here indeed is a well-diversified 
and mature approach to life, family 
and business that is reflected in a 
happy, daily stint and contribution 
to each phase. 


Specialized Selling Builds 
Big Wellington Business 
(CONTINUED FROM PAGE 32) 


snowballing of sales. 

Modified Wellingtons are many 
things to many people. To Tennessee 
stablemen they are work shoes, built 
to “take it.”” To horse show enthusi- 
asts they are a kind of costume at- 
tire. To farmers they are easily- 
slipped-into occupational footwear. 
Yet to young boys, they are school 
shoes, play pairs, everyday basics, 
and Sunday footwear. 

As far as women are concerned, 
Wellingtons are lightweight, all-pur- 
pose casuals for housework and mar- 
keting, hunting, fishing and riding. 
To truckers the boots are ankle- 
breezy live-ins. To suburban men 
they are jaunty casuals. To teen- 
aged lads they are practical motor- 
cycle boots, “hot rod” boots and a 
symbol of youthful abandon. AIl- 
though they serve many purposes, 
they are still one single type of foot- 
wear. Wellingtons are worn with 
trouser or slacks legs covering boot 
tops for a plain toe dress shoe ap- 
pearance. Occasionally blue jeans 
are tucked inside. 

To meet this lively demand from 
many types of customers, Family 
Booterie in Nashville carries a large 
stock year round, with complete sizes 
and widths from 8% childs to 14 
men’s. According to Harry Biggers, 
manager of the Union Street store, 
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the best seller is the black calf Well- 
ington with leather sole and lining, 
retailing at about $11. Brown calf 
runs second, with premium-priced 
grained or kangaroo Wellingtons 
third. Pairs of brown brushed buck 
with foam cushioned insoles and oil 
resistant cork soles are favored by 
bus drivers, truckers and farm 
workers—from $14 to $17. 

The fitting of Wellingtons, Mr. 
Biggers says, presents no problems, 
since they are made over dress shoe 
lasts. The boots, along with special- 
ized boots for fishing, hunting, ex- 


hibition horsemanship and the like, 
are advertised often in Nashville 
newspapers which circulate in local 
outlying sections. The by-mail re- 
sponse is terrific. In the ads, Well- 
ingtons are played up for back-to- 
school selling, for Father’s Day and 
for holiday gift giving. 

Nashville, home of Family Boot- 
erie’s “boot headquarters,” is located 
in the heart of the Tennessee Walk- 
ing Horse country. Residents are 
outdoor-minded. Boots fit naturally 
into the bluegrass way of life. Horse 

(CONTINUED ON PAGE 52) 





the 
FACTS 


favor you! 





WIDTHS 
AAAA to EE 
SIZES to 14 


it’s a fact. The unusually 
wide size range offers an ex- | 
act fit to cradle every foot. 








It’s a fact. Your sales are 
supported by strong national 
advertising in THE NEW 
YORKER, SPORTS ILLUSTRATED 
and ESQUIRE. 


STYLE 1605 
Deep Brown 


STYLE 1505 
Black 


Most British Walkers from $19.95 





It’s a fact that British Walkers are habit forming! Customer records 
reveal that the average first pair purchase produces a steady cus- 
tomer for the store, the line and (often) the style. This profitable 
repeat business is based on actual, demonstrable advantages. 


SMITH SYNCHRO-FLEX CONSTRUCTION 


Tempered steel shank 
with exclusive leaf- 
spring arch support. 


Pliant innersole with 
deep cushioned filler. 


Upper leather lining © 
for flexibility. 


It’s a fact. This engineered construc- 
tion supports the arch with steel 
strength, adapts to the natural move- 
ment of the foot. Combines firm heel 
to ball-of-foot support with cush- 
ioned flexibility. 


BRITISH X 
WALKERS 


Write, wire or phone collect today for complete 
information, E. E. Taylor Corp., Freeport, Maine. 
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J American Lai Shoes 


The ““Target’’ Teenage Promotion With a Bang! 


“y 


Timely, Practical, Profitable 
One Style a Season, 


Voted Best by Teenage Viewers of 
America’s Top Afternoon TV Program! 


Dick Clark stars 
Nationally on American 


Bandstand, ABC-TV Network 


Five times a week, millions of teenage feet 
tap to the rhythm of Dick Clark's American 
Bandstand. Everyone of these gals will be 
hep to this new idea in shoes. One style a 
season, selected by ballot among Dick's own 
fan club, takes all the guess work out of teen- 
age buying. 

One style, pretested and pre-sold assures 
widest acceptance by teenagers everywhere. 
American Bandstand shoes are available now 
on a selective basis nationally. This power- 
packed promotion may be available in your 
area. Wire today. 


Medic Shoe Manufacturers, Inc. 


1212 Wood Street, Philadelphia, Pa. 
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(CONTINUED FROM PAGE 44) 
Federal Reserve Bank aepartment 
store figures which in late May 
showed Denver again up 15 per cent 
over a year ago. 

The tourist trade opened early in 
Colorado with a resulting increase in 
sales of moccasins, squaw boots and 
ballerina type shoes. 

Open toe flats, straws and 14/8 to 
18/8 wedges were most in demand 
in women’s casual lines, with the 
vanilla tones, soft beiges, whites and 
bright colors leading. Canvas foot- 
wear sales for children have been 
tremendous, several retailers said. 
There was a definite slump in chil- 
dren’s dress wear as is always the 
case here in June. Sandals and open, 
ventilated types were selling in boys’ 
and youth’s lines, while men were 
buying lightweight casuals, woven 
styles and moccasins with crepe 
soles. 

A leading retailer in Colorado 
Springs said that his store had pro- 
moted an English-made golf oxford 
for $14.95 with such success that he 
had to reorder four times to fill in 
middle sizes. A Denver store had a 
sell-out of canvas golf oxfords with 
floating light crepe and cork soles at 
$9.95, with younger golfers predomi- 
nant among the customers. 

Several quality salons were pro- 
moting slippers and casuals as grad- 
uation gifts, as trousseau items and 
for resort wear. Slip-ons and kilties 
in soft leathers in turquoise with 
gold or silver trim, selling for $4 to 
$5, have been in demand. Imports 
from Sweden have been selling well 
in casual wear for $13.95 at another 
downtown salon, laced open toes and 
open heels and laced barefoots with 
three straps across the instep most 
popular in white, beige and rose. 


San Francisco Merchants 
Enjoy Volume Over 1958 


BUSINESS continues good in San 
Francisco. Sales are reported ahead 
of last year. Customers show aware- 
ness of the expected increases in 
shoe prices this fall and are buying 
now. Some of them are using the 
threat of price increases as an ex- 
cuse for present purchases. 

There have been some reduced 
price sales such as Sommer & Kauf- 
mann’s storewide remodeling sale 
where dozens of models in the me- 
dium price category were cut from 
25 to 30 per cent in price. A few 
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others have had special clearances. 
However, generally, the sales em- 
phasis has been on the promotions 
of spring and summer models. 

Alligators are getting a strong 
play in several stores. Frank Wer- 
ner has been featuring a “special 
purchase of exquisite alligator lizard 
pumps in four colors—black, brown, 
red and grey—at $21.90, with match- 
ing bags at the same price. H. Liebes 
had a special on their own alligator 
pumps at $29.95 (usually $39.95), 
and Frank More appealed to the 
upper bracket trade with $44.95 al- 
ligator pumps for only $29.95, with 
matching bags at $39.95. 

Accessories are also being pushed. 
The Emporium came out with a full 
page hosiery advertisement in which 
they emphasized hose “for open-back 
shoes .. . demi-toe, nude heel seam- 
less . . . designed for fashion’s new 
open-look shoes.” 

Others such as the City of Paris 
Midinette Shoes department are 
featuring a wide assortment of bags 
to match summer shoes in all hues. 
Prices run about the same as the 
shoes, or a little higher. 

Promotions of shoes for gradua- 
tion started the latter part of May 
as some colleges in this area have 
early graduation dates. The em- 
phasis here was on whites with both 
medium and high heels. 

Many customers are beginning to 
show a preference for the medium 
heels rather than the high ones, 
especially for summer wear. As a 


result some merchant’s, such as 
Byron’s, are showing two or more 
types of heels in each of their ads. 
The closed toe has been getting 
the stronger play this last month, 
but this will change to the open num- 
bers with the beginning of summer. 


Philadelphia Downtown 
Sellers Gain Over °58 


PHILADELPHIA’S downtown 
retailers reported gains up to eight 
per cent over spring selling last 
year; however, city neighborhood 
retailers continued at the same level 
as last year, or reported very mod- 
est gains. 

Some outstanding women’s styles 
in the downtown area follow: lustre 
calf pumps are popular with bone a 
leading color; one outstanding lustre 
calf shoe features a medallion tip: a 
two-tone brown and beige ventilated 
vamp type in brushed leather is 
doing well as is a three-eyelet tie 
in three shades of muted brown 
brushed leather. 

Outstanding in mid-heel types is a 
simulated thong gore in smooth 
Hemlock calfskin leather. In casuals 
two popular shoes are a bouncy soled 
canvas type in several plain colors 
with striped gore throat, and a two- 
eyelet blucher with vertical seam 
from tongue to toe, in tan calfskin, 
and with Ripple sole. 

Open types are doing well, as are 
both black and white pumps, with 

(CONTINUED ON PAGE 70) 





Tiny Malti-colored Nailheads 
Sprinkled on White Calf 
High or Mid-Heel 


by Coshens crafl 


23.95 


Exclusively Ours 


2 olf }prothers 


Walnut at Eleventh 


Once again simplicity proves highly effective. The ad features nailheads sprinkled 
on the white calf pumps in both illustration and copy. Dearth of fussiness allows 
this detail to dominate. Woolf Brothers, Kansas City (four columns). 





The RIGHT Sole 
For Men and Women in WHITE 


“My work at the hospital keeps me 
on hard tile floors. At the day's 
end my feet used to be quite sore 
until RIPPLE® Sole. Now | seem to 
walk on a deep, soft carpet! Many 
thanks!" 


"The Shoe that Walks for You’’* 


“As a waitress, | average about 11 
miles of walking each day... 
ond have never really known foot 
comfort until RIPPLE® Sole! I've 
talked about my RIPPLE® Sole 
shoes so much that now more and 


more of our girls are wearing 
them, tool"’ 


“I've never written a ‘thank you' 
note on a product before ... but 
here's my word of appreciation for 
more comfort and less fatigue ot 
the end of my day!"’ 


Clinic Shoe by 
Juvenile Shoe Corp. of America 





"The doctors for whom | work are 

>) on their feet all day. They tell me 

“JZ their RIPPLER Sole shoes are 
wonderful." 


Take a tip from the people who know most about foot comfort 

. .. those who stand long hours on their feet every day... 
doctors, barbers, beauticians, dentists and nurses. These men 
and women** write us... by the hundred . . . that RIPPLE® Sole 
is the MOST IMPORTANT INVESTMENT THEY'VE EVER MADE! 


IT CAN BE THE MOST IMPORTANT ONE YOU'LL MAKE, TOO! 


Inquire about RIPPLE® Sole . . . white or in colors .. . biggest 
news in shoes today! 


TIE-IN NOW .. . with BIG RIPPLE® Sole AD CAMPAIGN PRE-SELLING MILLIONS! 


Write for YOUR FREE SALES AIDS... . TODAY! 
BEEBE RUBBER COMPANY 
*TM Ripple Sole Corp, 


**Nomes on request NASHUA, New Hampshire 
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IMPORTANT NOTICE TO ALL SHOE MANUFACTURERS, 
RETAILERS AND THEIR ADVERTISING 
DEPARTMENTS OR AGENCIES 


So that your customers will know at a glance that you're selling 
the Genuine RIPPLE® Sole with all the pep, zing and 
spring-action that has made “The Shoe that Walks for You* 
soar to dizzying heights of popularity — 


PLEASE USE OUR TRADEMARK CORRECTLY 
(— IT IS PRICELESS TO ALL OF US!) 


1. Capitalize all letters of RIPPLE® and place ® 
over the final E: 


RIPPLE® 


2. Additionally . . . somewhere in the ad or promotion 
piece include: 


T™ Ripple Sole Corp. 


REMEMBER 


RIPPLE® is an accepted trademark registered in the U. S. 
Patent Office. 

The Genuine RIPPLE® Sole has been tested and approved 

by hundreds of thousands . . . has been consistently, extensively 
and aggressively advertised in national trade and consumer 
campaigns . . . has sold millions of pairs . . . and, to date, is the 
recipient of more publicity than any other sole . . . plus a constant 
stream of “rave” letters from enthusiastic wearers. 

Make sure your customers realize that YOU SELL the proven 
comfort of Genuine RIPPLE® Sole . . . the sole that 

defies imitation! 

Genuine RIPPLE® Soles are protected by 

U.S. Patents and by patents in foreign countries. 


—_ 











ABSORBS 
WALKING 
SHOCK 














BALANCES 
YOUR 
WEIGHT 











LENGTHENS 
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STRIDE 
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PROVIDES 
GREATER 
TRACTION 


“TM - Ripple Sole Corp. 


For further information or assistance with advertising copy, write... 


RIPPLE SOLE CORPORATION 
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Detroit, Michigan 
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A dressy high-style model with 
SHUGOR side-gore beneath 
the ornamental simulated 
button-strap. 


A very attractive juvenile flattie 
with SHUGOR under the 


ornamental button-buckle, for 


easy fit and adjustment. P y A hidden insert of SHUGOR 
" 7 over the instep produces an 
attractive shirred fit. 


THOMAS TAYLOR & SONS 
HUDSON, 


TAYLORED -TO-FIT ® 
ee 


“THE BUTTONS ARE ORNAMENTAL ONLY ...IT’S 


S H 7 CG OR THAT MAKES THE SHOES FIT. COPR. 1959 THOMAS TAYLOR & SONS 
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Manufacturing News 





Chicago 


FALL production is well under way in the Chicago area. Fall 
lines have been completely viewed and reviewed by now. This 
has been done either at a major show, a regional show, in 
company headquarters, or as presented by the sales repre- 
sentatives. 

There have been few delays in completing commitments. 
Buying is good, orders are running ahead of a year ago. 
However, retailers are buying carefully and selectively. They 
are seeking those styles which they hope will turn over the 
fastest. They are looking for the surest profit makers. Most 
retailers insist they are not down grading. However, many 
are reaching into new lines. That is, they are seeking lines 
that will replace price vacancies created by increases. 

Manufacturers are not without their production problems. 
Most are under considerable pressure for early deliveries of 
transition shoes and back-to-school merchandise. Retailers, 
who had delivery troubles last spring, are worried particu- 
larly about back-to-school items. The period from August 
through October is one of the best selling periods for a good 
many independents and neighborhood stores. Thus, they can’t 
afford any delays in starting promotions and selling. 

Manufacturers, however, are running into problems of sup- 
ply, particularly of calf leathers. Tanners in this area say 
they have a problem too: that of supplying their customers. 
The rawhide shortage continues and tanners are alloting sup- 
plies at present. The stumbling block remains the shortage 
of all hides and the low cattle kill. 

Predictions here in Chicago, seat of many of the hide 
transactions, is that this cattle kill will increase considerably 
within the next few months. However, on an overall basis, 
most of the experts continue to predict there will be no actual 
hide surplus for two years. 

A surplus, of course, is the only thing that will drive prices 
down. The situation is expected to remain as long as the 
short supply exists. 

A particularly difficult factor has been the tremendous 
increase in grades of leather used in work shoes and in grow- 
ing girls’ and some children’s lines. These categories cause 
the greatest price problems at present. These are areas where 
everyone would like to hold prices down. Consumers are sel- 
dom price conscious when it comes to style. They don’t ques- 
tion price on a novelty, a brand new item they have never 
seen before. But, they do resist increases on staple shoes 
that they buy year in and year out. 


New England 


New England’s volume shoe manufacturers are faced with 
the possibility of having to refigure costs all over again. Both 
leather and hide prices have strengthened following the slight 
decline noted in mid-May. While the increases to date have 
not been much, a continuation of the upward trend in mate- 
rials prices might conceivably force another hike, this time 
in the price of shoes to be made during the second fall run, 
beginning July 1. It is the hope of manufacturers, of course, 
that any increase which develops will be small enough to be 
absorbed either by them or by their retail accounts, or shared 
by both. 

Large volume buyers, of course, are already covered inso- 
far as basic late fall shoes are concerned. In some cases, vol- 
ume orders have been placed with the price left open. In 
others, manufacturers have been willing to take the risk of 
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quoting prices without knowing to the cent what costs will be. 
The pinch, is it feared, may be felt when smaller retailers 
come into the market. 

In the meantime, manufacturing activity continues at a 
high rate. Not only are factories busy completing the first fall 
run but many, also, are being almost deluged by re-orders on 
late spring and summer shoes. This is certainly true in the 
case of white shoes, the season for which opened surprisingly 
early this year. It is also true, though not so much so, in 
the case of lighter colors and in shoes made of dyeable fabrics. 

Optimistic reports of retail sales come from practically all 
parts of the country. 


St. Louis 


ALTHOUGH price hazards linger on the horizon, St. Louis 
manufacturers continue to be confident over the way fall and 
the remainder of 1959 are shaping up. Production continues 
at a high level, with plants forging ahead at full steam. Total 
number of pairs produced dipped down temporarily during 
the past two weeks, however. Workers in many St. Louis area 
shoe factories returned June 8 from their two-week vacation 
periods which covered the last week in May and the first 
week in June, as stipulated under union contracts. 

Producers base their optimism on several factors. Nation- 
ally, of course, retail buying is up. Jobless rolls are dropping, 
with some regions, such as St. Louis, off the critical list. 
The birth rate keeps on going up. At the many regional 
shows now completed, manufacturers found that retailers 
bought as never before. As one executive put it, “The dealers 
this year weren't just wandering up and down the hotel 
corridors shooting the bull; they were,in the sample rooms 
placing their orders.” 

All manufacturers observe that the success or failure of 
the last half of 1959 hinges more than a little on the hectic 
price situation, a squeeze play with the producer in the mid- 
dle. If another wholesale hike goes into effect, it is felt that 
retailers will add the higher priced stock, but they will buy 
fewer pairs. Dealers may even go back to the 1958 policy 
of wait-and-see buying. In the 1959 version, however, dealers 
will not be waiting for citizens to find jobs and start buying. 
Rather, they will be waiting to see if by some stretch of the 
imagination the hide market should break and shoe prices 
be brought down at the wholesale level. 

For the time being, producers are setting and meeting their 
production goals. Accounts are asking for approximately the 
same delivery date-span requested for the last fall season. 
Manufacturers are both hopeful and confident that fall sell- 
ing at retail will dispel retailer fears over consumer resistance 
to higher prices. Meanwhile, cruise and spring ’60 leathers 
came to St. Louis the last week of May and first two weeks 
of June, in a concentrated display. 


New York State 


UpsTaTE New York shoe manufacturers find that recent 
price increases have been accepted with little complaint from 
the trade; orders appear to have increased to date. The 
impact of the industry-wide price boosts was so great that 
the average retailer seemed disposed to accept manufacturers’ 

explanations of their inevitability. 
Upstate factories are operating at a moderate rate follow- 
ing the usual between-season slump in production. According 
(CONTINUED ON PAGE 54) 
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Specialized Selling Builds 
Big Wellington Business 


(CONTINUED FROM PAGE 45) 


shows are weekly occurences from 
the season’s opening about May 15 
through to the week-long celebration 
at Shelbyville at the end of Septem- 
ber. At this latter event, the National 
Walking Horse Champion is named. 

Where a parent-teacher group in 
Michigan or Missouri would have a 
benefit barbecue to raise funds, a 
similar Tennessee parent-teacher or- 
ganization in the bluegrass states 
would stage a horse show. The pref- 
erence for boots as a regional foot- 
wear type is consequently strong. 
And Family Booterie is capitalizing 
on this demand in all eight of its 
outlets, which include stores at Green 
Hills Center, Hillsboro, Madison 
Square Center, 422 Union, and leased 
departments at Banks and at Love- 
mens in Nashville and Olshine’s 
stores in Chattanooga and Atlanta. 
Family Booterie owners are partners 
J. L. Jacobs and Marvin Jacobs. 

The bluegrass preference for Well- 
ingtons continues to grow and grow. 
It is reported that at the base near 
Nashville, all of the young men train- 
ing to be airplane pilots wore Well- 
ingtons on the sly. Following the 
formula, “If you can’t beat ’em, join 
“em,” the base commander finally 
elevated Wellingtons to the rank of 
“regulation attire.” 


Reprise: Back-to-School 
(CONTINUED FROM PAGE 33) 


bination with smooth leathers. is 


definitely slated for increased pop- 
ularity—in saddle oxfords, U-Bals 
and in dress shoes. 

Most manufacturers of children’s 
shoes are agreed that saddle ox- 
fords and boots will be the out- 
standing preferences of the young- 
sters as they start back to school. 
Saddle oxfords, first and foremost 
—in the new treatments and in 
solid colors marked with white pip- 
ing; combination of colors. U-throat 
bals and two and three eyelet ties 
will continue to be good follow-ups. 
Major promotions of BOOTS have 
been scheduled by most manufac- 
turers. 

Back-to-school colors in girls’ 
shoes will most likely line up as: 
black, brown, gray ...a few blue. 
In boys’ shoes, black will continue 
in first position . . . followed by 
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darker shades of brown... and in 
the brushed leathers: dirty buck, 
gray buck, Loden green. 

In the boys’ shoe category, swirl 
patterns with pillow-stitch treat- 
ments are slated for good selling. 


One of Rockingham Shoe Company's 

“"Beau-Ties" for back-to-school. This 

brown soft-grained leather has a T-tab 

that ends in a fringe. The heraldic orna- 

ment on the tab is all the trim ornamen- 
tation that this shoe needs. 

All these styles have been shown 
to the retailers and have received 
favorable acceptance. They are in 
good production now and manufac- 
turers, in the main, expect to do a 
substantial volume on them. 


Rock ’n’ Roll 
Packs Shoe Store 

(CONTINUED FROM PAGE 36) 
jockeys all over the country, printed 
on their stationery, stating that: 

“Steve Kass, WRIB Disc Jockey 
from Providence, R. I., has entered 
the front window of the Mary Jane 
Shoe Store in Providence, and will 
not leave the window until Dick 
Clark plays his new Class record of 
DARLING MY LOVE B/w YOU 
MADE A BOOBOO. Mr. Kass has 
agreed to turn over any proceeds 
from the record to the Easter Seal 
Campaign. Your help in making 
this effort successful will be greatly 
appreciated.” The letter was signed 
by Mrs. John Langdon, executive di- 
rector of the R. I. Society for Crip- 
pled Children and Adults. 

Steve Kass broadcast over WRIB 
two hours daily direct from the 
window of the store. The Mary Jane 
store was mentioned at least once 
every 15 minutes throughout each 
day by the radio station. Commer- 
cials were offered to all businesses 
at five dollars each, check to be made 
out to the Easter Seal campaign. 


There was an excellent response to 
this offer. 

Pledges to the campaign were 
taken by phone and announced on 
the air. These pledges ran into the 
hundreds of dollars. A barrel was 
placed in the lobby of the store into 
which the public dropped coins for 
the campaign. This added more hun- 
dreds to the worthy charity. 

Mr. Kass spent his days and 
nights in the store window. He 
slept, ate, shaved, and of course 
played records and plugged his song 
and the Mary Jane Shoe Store. He 
began playing records and talking 
to the public outside the window at 
10 in the morning and kept it up till 
the wee hours of the next morning. 
One morning Mr. Rossi had a touch 
of insomnia and took a stroll down- 
street at three A.M. There was 
Steve going strong in the brightly 
lighted windows, and there were 
about 50 spectators watching him. 

When the teenagers got out of 
school in the afternoons, the lobby 
of the store was so packed that cus- 
tomers had to force their way in 
and out. Mr. Kass distributed about 
four thousand free records to the 
youngsters and each time he passed 
out records, the store front resem- 
bled a movie mob scene. The records 
were donated by distributors free 
of charge. 

Many famous personalities came 
to the store to help out with the pro- 
motion. The very attractive Miss 
Rhode Island appeared with Mr. 
Kass, then took a turn selling hand- 
bags behind the counter. Debbie, 
the young miss who posed for the 
poster picture, was another public 
figure at the Mary Jane store. 
Then there were the Vidells, a re- 
cording quartet, who drew tremen- 
dous crowds of teenagers when they 
sang from the store window. Bobby 
Parris and The Fascinations, an- 
other recording group, put on their 
act at the store. Jerry Leeds from 
the Leeds Music Publishing Com- 
pany of New York brought three 
acts from that city to enhance the 
show: Diane Halliday, Bobby John- 
son and Four Pips and a Pop. The 
last group, a father and four sons 
who put on a hot rock ’n’ roll show, 
cooked up so much steam the teen- 
agers started an impromptu jam 
session in the street and stopped all 
traffic. 

While all this was going on, the 

(CONTINUED ON PAGE 60) 
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Babies haven’t changed... 
but mother has 


The modern mother wants her littlest deb to be party-pretty 
from head to toe. But more important, she wants her child 
to have all of the benefits of the latest advances in child care. 
Baby Deer Cameos give her both... 
fashion at its tiny best and up to the minute 
protection for baby’s precious feet. 
She already knows Baby Deer crib and 
soft sole shoes. Bring her into your 
store for famous Baby Deer Trainers, 


Cameos and Walkers. 


BABY DEER CAMEOS 
(top to bottom) 
6254 Twinkle, 6244 T- Party 
6283 Stroller. Sizes 1 to 8. 


Write for new BABY DEER Shoe catalog today! 
BABY DEER SHOES + FARMINGTON, MO. 
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NowA vailable toBETTER Stores & Depts. ! 


QQBITA 


Hand-Sewn Moccasins 
LINED WITH GENUINE LAMB'S WOOL 


A SMASH 
SUCCESS 

FOR 15 YRS. 
WITH NEVER 

A MARKDOWN! 


Nationally 
Advertised 
in Leading 
Magazines 


@ Men’s sizes 


e Women’s sizes 


$5.15 


e Net 30 days. All 
duty included. 
F.O.B. Canada. 


ORDER NOW! 
FOR FALL SALES! 


Or Write Today for Sample and Additional Details 


MIDWINTER- NIGHT'S DREAM! 


for men 


and 89 95 


women 


y 
r INN Hand-Sewn 
I \) Moccasins 
Lined With Genuine Lamb’s Wool! 
Feet weary and cold? Just let them sink 
into HABITANTS — and enjoy blissful 
relaxation and warmth! HABITANTS 
are hand-crafted for us in Northern 
Canada (where warmth and comfort are 
a must)! They're sturdy, supple, vege- 
table-tanned saddle leather, hand-sewn 
with pure linen thread, entirely lined and 
cuffed with lamb's wool. Handsome, 
warm, comfortable, last for years! 
ORDER BY MAIL — \deat Christmas gifts 
{ men and women In saddle tan, sizes 4 to 
13. Send check or money order today—satis 
faction guaranteed, Add 35¢ for shipping. 


HARRY G. FELLMAN 


Exclusive U.S. Habitant Representative 


FELLMAN LTD. 49 W. 43 Street, New York 36, N. Y. 


li 











Manufacturing News 
(CONTINUED FROM PAGE 51) 

to trade comment, makers of popular price footwear will gain 
more from higher prices than manufacturers in upper price 
brackets. This line of reasoning is based on the percentage 
of profit increase over recent near-cost levels. 

On the other hand, some firms making medium price shoes 
argue the higher percentage price boosts in low-end goods 


| narrows the competitive advantage with better shoes. 


All branches of the industry are anxiously watching to see 
just how changing price brackets will affect public buying. 
Present guesses are that the net result will be slight. 

Writing as a guest columnist in an upstate New York news- 
paper, a shoe manufacturing executive recently pointed out 
that “two of the most serious problems confronting our indus- 
try are the use of public funds for foreign and internal 
subsidies and low tariffs on imported footwear.” 

He noted that labor constitutes 35 to 40 per cent of the 
total cost of footwear and that shoes are now coming in from 
Japan for low cost only, rather than for quality or style as 
may be the case in British and Italian imports. 

The writer also deplored the use of tax money by cities to 
attract industry to their area at the expense of other com- 
munities. 


Los Angeles 


SOUTHERN California manufacturers haven’t had time to 
catch their breath this past two weeks. Between tallying the 
results from the shows across the country and filling the 
balance of summer orders and reorders they’ve been hopping. 

They now have a pretty good picture of what their cuttings 
for fall should be; what items to eliminate from their lines; 
what materials to buy lightly and what materials to buy 
heavily. The small selection of colors in the fall creations 
plus the simplicity of decor should make for easy production 
schedules. 

The big problem will come from fall orders promised as 
early as June, July and August. Overlapping production of 
summer and fall shoes running through the factories at the 
same time will make it tough. 

Although leather prices are not as skittish as they were, 
they still have a nerve-racking effect on the manufacturers. 
They don’t know how far in to go in their purchases. 

Summer buying hasn’t come into its own here yet. May 
and June are traditionally cool months in southern California 
and heavy casual and sandal purchases are not at their peak 
so re-orders are slow. However, trade in these types should 
start to pick up toward the end of June. 


Work Shoes to Fit the Job 


WATERTOWN, N. Y.—Max Alpert, Inc., does a consis- 
tent business in work shoes in this Northern New York 
market by featuring styles especially suitable for men em- 
ployed in various trades and industries in this region. 

In going after the work shoe trade, Max Alpert uses the 
promotional theme: “Fit Your Feet With The Shoes That 
Fit Your Job.” The store stresses personal service and proper 
fit in its work shoe operation and uses point of sale display 
and newspaper advertising to spotlight work footwear. 

Along with regular work shoes, Max Alpert features spe- 
cial styles for climbing with heavy steel arch support and 
shank heavy enough to support a man on his climbing hooks. 

Although sharkskin is supposed to be a relatively “new” 
leather that was introduced to the shoe trade after the first 
World War, its use really dates back to the 18th century 
when Louis XV was King of France, and a Parisian master 
casemaker used it for covering all kinds of boxes. 
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Designed Especially For 


in Rich Buck Leather... 


Everything that PAT BOONE 
wanted for a Boot. Now available to 
your customers — with new 
touch’n’go Velcro closure! in $ 95 
this new sell-on-sight 

BUCK-ANEER. Dirty Buck To Retail For 
or Grey. Boys’ Sizes 31% to 6, at about Men 
Men’s Sizes 614 to 12 For Boys, About $8.95 


THE BUCK-ANEER 


1. The DOUBLE-SWIRL. 4-eyelet Ox- 
ford with new Square-Toe. American 
Last. Black or Brown. Sizes 214 to 6 
and 614 to 12. 

2. THE DOUBLE-SWIRL SLIP-ON. An- 
other new Square-Toe style. Pillow 
Vamp. Black or Brown. Sizes 214 to 
6 and 614 to 12. 


All 
ROYAL CADET 
Styles 


Are IN-STOCK ” 
Nationally Advertised in LIFE, LOOK, PARENTS’ 
ROYAL CADET FOOTWEAR, cower, mass. 
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Number 2378 — 
two-eyelet Moc- 
casin with quilted 
vamp and quilted 
inserts in quarter. 


Number 2382 — 
Italian-type Loafer 
with quilted vamp 
and quarter and 
smooth swirl overlay. 


More Reasons 
why the Broadway is 
A Fast Profit Line 


These two high style numbers re-emphasize 
what smart retail shoe men have known for 
years. When you want fast turnover and a 
good profit margin, too, you just can't beat 
J. W. Carter's Broadway Line. 

If you want more information on America's top 
values in medium priced dress shoes and work 


shoes for men, write or call 


J. W. CARTER COMPANY 


NASHVILLE, TENNESSEE 








Functional Footwear 


(CONTINUED FROM PAGE 35) 


most prolonged and intensive trial period to which a new 
shoe has ever been subjected. This comprised seven 
years of factory trials, wear tests and sales tests. Having 
passed these tests with impressive success, the Guide Step 
line was put into full commercial gear in the 1950's. 
Today, over six million pairs of these shoes have been 
sold by Endicott Johnson, with outstanding results. 

During this extensive market testing period, Endicott 
Johnson held an exclusive licensing agreement on func- 
tional footwear. (Note: licensing agreements are made 
with Noned Corporation, a wholly-owned, non-profit sub- 
sidiary of the University of Rochester. Its purpose is to 
help direct the results of basic research conducted at 
the University, to the attention of reputable business in- 
terests. All royalty income is used to help defray the 
costs of continuing basic research programs at the Uni- 
versity.) The “exclusive” clause with Endicott Johnson 
was concluded last year, and the functional lasts (pat- 
ented) are now available to other companies on a licens- 
ing agreement. Several U. S. shoe manufacturing firms 
are presently investigating the functional footwear pro- 
gram at the Laboratory, with a view to incorporating these 
lasts in their own lines. 

A growing list of foreign shoe manufacturers have also 
adopted the functional last (several of these firms have 
now devoted their entire output to footwear made over 
functional lasts). The first of these foreign lincenses was 
granted as early as 1953 (the Endicott Johnson exclusive 
clause did not apply to foreign countries.) Functional 
shoes are now being made and sold, with impressive suc- 
cess, in Norway, France, Sweden, Finland, Switzerland, 
Denmark. Manufacturers in other European countries are 
preparing to adopt the functional last in their lines. 

A Norwegian shoe manufacturer, Den Norske Skofabrik, 
states, “The customer response to our functional shoes 
has been almost as sensational as though we had launched 
e Sputnik. There is a steady increase in demand for our 
children’s shoes made over these lasts, and we are 
showing a remarkable expansion resulting from repeat 
sales of these shoes throughout Norway.” 

A large Swedish retailer writes. “The men’s shoes made 
over functional lasts have now become one of the two 
biggest sellers in Sweden. Our customers are now buying 
their 6th and 7th pairs of these shoes, so we are now 
certain that functional shoes are destined for large suc- 
cess in Sweden. Most encouraging of all, the sales growth 
of these shoes has been mostly by word-of-mouth adver- 
tising by customers who are wearing these shoes.” 

In April, 1959, Hewetson of Canada, Ltd., Canadian 
subsidiary of Shoe Corp. of America, launched its line of 
children’s functional shoes. Company officials are enthusi- 
astic and optimistic about the sales outlook for this foot- 
wear in Canada. States John Hewetson Cooper, execu- 
tive vice-president of the company, “From the very first 
time we visited the Laboratory, we were convinced that 

(CONTINUED ON PAGE 58) 
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The world’s smartest shoe packages are 


“handled” by 


== back 


oy] 


my. . economically! 





CarryePack Handles give you a unique combination of customer conven- 
ience, packaging elegance and economy unequalled by any other method. 
With custom imprinting, Carrye Pack Handles “sign” your name or blend 
with your package design. Here’s why stores the world over use Carrys Pack 
Handles: *& It eliminates expensive custom boxes * It eliminates messy 
strings * It's fast and easy to use * It’s beautiful; available in stunning 
colors ...and it SAVES money! 


ie WRITE FOR FREE SAMPLES OR A 10 DAY TRIAL! No obligation, of course. CARRYePACK COMPANY,LTD. 
KB Schiller Park, Hlinois 
ee ae : Top Paper Products 
Limited, Guelph, Ont. 
Gentlemen: BSR-69 
0 Send free, 10 day trial in color. 
(0 Send literature and samples. 
back Park, Illinois No obligation, of course. 


Name. 


DISPENSERS ARE LOANED FREE! Company 


CARRY+ PACK HANDLES ARE STRONG! Address 
City 
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m Pet Subject 
P of Girls 
Who Go Steady 


# 


ny are tried but few are chosen 


nsistently as Weejuns 
sh 


as 
understanding of undergrads win 
them cheers /aude than all others, 


BASS. 


BASS & 8 Main Street Witon Meine 


feature 


BASS 
WEEJUNS* 
for women 


Nationally advertised for girls 
on-the-go who go for comfort! 








* 


Easiest way through a hectic day 


¢ Weejunette * wedge 
yet keeps 


“ “Bass 

















** Appears in 
SEVENTEEN 
August 
... features Styles 
300, 324, 724 


*** Appears in 


GLAMOUR 
September 
... features Style 
1000 


This Fall—promote 
BASS WEEJUNS* for women 


G. H. BASS & CO., BS-6 Main Street, Wilton, Maine 





Functional Footwear 


(CONTINUED FROM PAGE 56) 


this remarkable research would play an increasingly vital 
role in the design of footwear. Most of the shoes we wear 
today are constructed to fit the foot at rest. Yet con- 
formity to the foot in action is the true purpose of a 
shoe. We believe we have now found the first truly cor- 
Another company official terms the func- 
tional shoe “one of the most significant developments 


rect shoe.” 


in the history of footwear.” 
Ivan Finch, a Rochester, N. Y., retailer with long ex- 
perience in shoe business, and one of the first to stock 


| functional shoes, declares, “We’ve found that these shoes 
| fit much better than regular shoes. 
_ breaking-in. Further, it takes less time to fit them because, 
_ no matter the style, the sizes are consistent and uniform; 


They require no 


| there’s no need to ‘experiment’ with different sizes and 
| lasts. In the beginning, we deliberately merchandised our 


functional shoes on an equal basis with all others in our 


| store, leaving the decision entirely up to the customer. 


Over a long period, with opportunity to check on repeat 
business, our functional shoes in the men’s line have sold 
more than any five of our conventional models combined, 
and at somewhat higher prices. We think this is a pretty 


| powerful affidavit of the merit of these shoes.” 


But if the functional last and shoe is different from con- 


| ventional types, isn’t there a distinct difference in the 


feeling of these shoes on the foot? Isn’t there an ‘“‘odd” 


feeling noticed by the wearer? 


No. In most instances there’s no particularly noticeable 
feeling of difference in a functional shoe. A customer 
may say that it fits or feels “good,” but seldom that it 


‘ 


feels “strange.” A small percentage of customers will find 


| the difference in foot feeling somewhat more noticeable, 


but not in any unfavorable way. There is a very small 


| percentage (estimated at less than five per cent) which 


may find that the shoes lend a “peculiar feeling” on the 
foot, and may prefer the conventional shoe “because it 
feels more natural.” But a 95 per cent fitting and wearing 


satisfaction is a substantially above-average mark for 


any shoe. 

So here we have seen a fascinating story of the efforts 
of dedicated men of science who, over long years, have 
unearthed some of nature’s long-concealed secrets about 
the human foot. It has been somewhat ironic that, in 
this amazing age of jet propulsion, atom-smashing and 
space exploration, modern medicine and a modern shoe 
industry have been handicapped by such a limited knowl- 
edge of the function of the human foot. 

But the Rochester Gait Laboratory, with its bold strides 
in scientific pioneering, opened a vast new vista in the 
field of feet, lasts and shoes. Armed with these newly 
established concepts, an enlightened shoe industry now 
has the means to take its own bold strides forward toward 
a new era in footwear design. 


We still have opportunity in this country: where a man 
can start out digging ditches and wind up behind a desk— 
if he doesn’t mind the financial sacrifice. 
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..» NOW SAVES 
MANUFACTURERS 
AS MUCH AS 
15¢ PER PAIR 


THE SUPPORTED VINYL QUARTERLINING FOR MEN’S AND BOY’S ON UARTERLI i 
SHOES PROVED SUPERIOR IN OVER 10 YEARS OF USE Q N NGS 


Mustang’s rich lustrous 
finish lasts longer, 
stays soft, smooth 

and cushiony without 
discoloring 


COMBINED * 
W FOR BETTER 
SERVICE 


| ® jn ® is & ® 
Fo VELVIN TUFSTA Su RESPROID 1000° TOLEX JAMAL’ BRONCO 


PATENEL” eM TUESTA. foingt NYGEN’ —edw*RAYETTE’ RESPROID" 
TOLEX’ plum” DOUBLER'~ MUSTANG’  DURAKALF’ —TOLEX’ 


GENERAL THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION 607 mavison ave. « rouepe 3. onto 


Tre General Tire 
& Rubber Company * Liebman & Cumming * Seaman Steen Company C. N. Reisenberger & Son 
1329 Sunset Bivd. 96-100 South Street 370 West Broad Street 
Los Angeles, California Boston 11, Massachusetts Columbus 22, Ohio Montreal 8, Canada 
Albeko 
Liebman & Cumming * Barnard Shoe Industry Supply Corp. * Moore & Giles 
Represented by: 718 Mission St., Rm. 422 2128 South Hanley Road P. 0. Box 56 Se ene * Complete stocks are warehoused 
San Francisco, California St. Louis 17, Missouri Lynchburg, Virginia Frankenaliee 4, Germany for your convenience at the re- 
gional sales offices indicated by 
an asterisk. 


Upp 


*A.G. Mooney, Ltd Mendelson & Frost Pty., Lid 


20 Bates Road P. 0. Box 266 
Port Elizabeth, South Africa 


Melvin E. Weil John E. Shevenell K. 0. Schneider & Son P. C. Fernandez & Co., Lid 
180 North Wacker Drive 21 Spruce Street 1225 North Water Street Lamparilia 420 Apt. 215-216 
Chicago 6, lilinois New York 38, New York Milwaukee, Wisconsin Havana, Cuba 
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Rock ’n’ Roll 
Packs Shoe Store 


(CONTINUED FROM PAGE 52) 


Rhode Island Society for Crippled 
Children and Adults contacted the 
office of Dick Clark at regular in- 
tervals, hoping to persuade that 
gentleman to play Mr. Kass’ record 
on the American Bandstand pro- 
gram. Disk jockeys in other cities 
helped plug the record and the pro- 
motion. A petition signed by 4000 
Rhode Island teenagers asked Dick 
Clark to play the record. 

After a great deal of deliberation 


Tony Mammarella, manager for Mr. 
Clark, said that the television ce- 
lebrity felt that the idea was won- 
derful but that it might set an un- 
happy precedent. If the record were 
played on the American Bandstand 
show, then other disk jockeys might 
try to influence them in the same 
manner. However, Mr. Mammarella 
assured Mr. Kass that when his rec- 
ord picked up sufficiently in sales to 
attain some prominence, it would be 
featured on the Dick Clark Show. 
This report came after the disk 
jockey had spent 206 hours in the 
store window. Steve Kass reported 
the Clark decision over the radio 





NO "HOGUS-POCUS” NEEDED — 


©1959 Ro-Search, Inc. 
Waynesville, N. C. 





and announced that the promotion 
would now come to an end. 

Mr. Kass’ record had excellent 
sales in New England due to his 
Mary Jane promotion. Sales were 
also picking up all over the country. 

The Rhode Island Society for 
Crippled Children and Adults was 
richer by hundreds of dollars as a 
result of its part in this publicity 
stunt. If the record becomes a hit, 
the society will earn a good deal 
more money, as all royalties have 
been assigned to it. 

Business at the Mary Jane Shoe 
Store was far ahead of last year 
during the entire nine days of the 
Steve Kass show. This in spite of 
a number of deterrent features. 
Employment in that city was way 
off, and so was business in general. 
The weather was plain miserable. 

There were times when customers 
had to force their way into the store 
through a mass of teenagers, but, as 
Mr. Rossi explained, this was an ex- 
pected hazard of a program of that 
type. However, the publicity value 
of the promotion to the store cannot 
be measured in dollars. “There isn’t 
a teenager in the state of Rhode 
Island today who doesn’t know that 
the Mary Jane Shoe Store is at 200 
Wesminster Street in Providence,” 
Mr. Rossi says. 


Inside Shoe Business 
(CONTINUED FROM PAGE 37) 


to the floor. The fault was in our 
tranquilized illusion that this was 
“normal” and here to stay. 

Hence, the abrupt and substan- 
tial rise in hide and leather costs 
is simply a delayed explosion. While 
other commodities had their year- 
to-year rises, hides didn’t. Hides 
saved it all up for one big moment. 
And now we’ve had it. Hides are 
simply where they would have been 
had they had the same slow climb 
as the other commodities over the 
years. 

Now, with the advent of the high- 
er shoe prices, much anxiety and 
smatterings of panic. slither 
through the industry. Serious con- 
sideration is given to downgrading 
by some manufacturers and retail- 
ers in order to stay in “established” 
price brackets. And with any such 
downgrading movement, if it gath- 
ers momentum, what happens to our 
proud “best buy” claim? The indus- 

(CONTINUED ON PAGE 68) 
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STRETCH YOUR PROFITS WITH 


STRETCH’ NYLON FOOT SOX 


B-75—Stretch Nylon 
foot sock. Run resist 
seamless, foam rubber non-slip 
heel, fits all sizes from 8% to 11. 
Neutral shade. Shipped 3 doz. units 
in self-sell display $3.75 per dozen. 49¢ retail. 
B-70 Same as B-75, without heel pad, 
$3.75 per dozen, 49¢ retail. 


ui ‘li 
4 Tee ae 


Sell Trimfit Seamless Stretchable FOOT SOX! Set this self-sell display next 
to your register and watch the extra sales it rings up! The perfect impulse item, 
Stretch Nylon Foot Sox fit all sizes, bring in extra profits with minimum of 
extra overhead, effort and selling space. 


FOR IMMEDIATE DELIVERY 


Display unit for B75 and B70. | FILL OUT THIS BLANK! 


TRIMFIT — 
Three dozen EMPIRE STATE BUILDING — NEW YORK 1, N. Y. 


shipped in self- STYLES Total 
display unit. B70 Foot Sock 
Each pair in B75 Foot Sock 
attractive ONE SIZE FITS ALL 
plastic 
tube. 
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BUILT-IN HEEL WEDGE There is an 
inside wedge in the heei to help 
keep ankles from turning in. The 
Ye" to Ye" wedge, according to 
size, does not throw the shoe 
off balance. The Proseteketiv 
last, in all size ranges, is espe- 
cially built to accommodate the 
wedge. 





EXTRA HEEL FITTING AID There is 
a slight rise inside the shoe just 
in front of the heel bone. This 
helps to hold the heel in normal 
position and helps prevent the 
foot from sliding forward. 








LOWER OUTSIDE QUARTERS 
Pro*tek*tiv Shoes Do Not Gap 
at the Sides and Will Not Slip at 
the Heel on a Heavy or Thin Foot. 

The outside quarter of 


RIGHT AND LEFT HEELS are used 
on Pro*tek*tiv shoes. They give 
added support to the inner part 
of the foot where it is most 
needed. 


Pro*tek*tiv shoes ts lower than 
the inside quarter. This assures 
a@ snug fit just below the ankle 
and eliminates the possibility of 
the quarter rubbing the ankle 
bone. 





"With Pro-tek-tiv®... 


for the first time | 





| feel that Tommy’s shoes 


really fit him!” 





DIFFERENT ARCH-HEEL HEIGHTS With 
the changes of Prosteketiv 
lasts, the arch height in 
Proeteketiv shoes is raised 
twice in each size range to help 
accommodate the normal devel- 
opment of the arch as it grows 
upward. Heel heights are also 
changed twice in each size range. 





BREAK-IN DIMPLES In the manu- 
facture of Pro*teketiv shoes, 
provision is made for a dimple or 
indentation to form in the shoe 
insole when the shoe is flexed 
just before fitting. This ‘‘break- 
ing in” provides a natural rest, 
and the foot does not have to 
fight the shoe to form its pocket 
for the #1 metatarsal. 





THESE SELLING 
FEATURES 
MAKE SENSE 
TO PARENTS 
.» » SALES 
FOR DEALERS 


ONLY 
Pro- tek. tiv® 


FREQUENT LAST CHANGES Since the 
normal juvenile foot is con- 
stantly growing, it is important 
that the last be changed often 
enough in its contour to allow 
for this growth. Pro*eteketiv 
lasts are changed twice in every 
size range—other children’s 
shoes are made over lasts which 
change only once in each size 
range. 


HAS THEM AIL! 





This confidence that Tommy’s mother expresses is a 
typical parent’s reaction when you point out the impor- 
tant Pro-tek-tiv features that help assure a proper fit. 


The Pro-tek-tiv shoe offers parents dozens of extra built- 
in features that are important for young feet . . . and that 
provide dealers logical selling points to convert “shop- 
pers” into cash customers, quickly and convincingly. 


Consider, for example, the impression you make on a 
mother when you tell her there are 241 different 
Pro-tek-tiv fits to choose from, to help make sure her 
child gets the correct shoe for his particular foot. 


Pro-tek-tiv quality is always in style, too—right up-to- 
date with all the modern touches and appeals. 


For full information about the Pro-tek-tiv Line, or details 
about a protected Pro-tek-tiv Franchise, write: 





Pro-tek-:Tiv’ 


CURTIS ¢e STEPHENS ¢ EMBRY CO., READING, PENNA. 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 a, 


ry 
<< 
VYoent ® 








BABY FEET 


URIP ee 
GRASP 


FLEX oe 


they need— 


PRE-WALKERS 


For the carriage age, 
soft, flexible hand-last- 
ed Buntees . . . let little 
toes grip and grasp. 
Moccasins were Amer- 
ica’s first baby shoe. 


INTERMEDIATES 


For the play pen stage 
Buntees give maximum 
foot freedom. Smooth, 
one-piece vamp, mould- 
ed counters and flexi- 
ble NIVTOP soles cover 
the foot without restrict- 
ing development. 


LEARN-TO-WALKS 


For romping, rambling 
and those first steps, 
Buntees maintain all the 
basic features of foot 
freedom, plus a Good- 
year stitched leather 
midsole for added sta- 


bility. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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Proof of the Fitting 
PHOENIX, ARIZ.—Mrs. B. Yde, owner of the Camel- 


back Bootery, here, has concentrated on the children’s shoe 
market through most of her five-year merchandising experi- 
ence. Shortly after opening her new store in a smart sub- 
urban shopping center, she noted that a large percentage 
of mothers bringing their youngsters in were apparently 
afraid that salespeople in the store “didn’t understand the 
problems of fitting children’s feet.” This happened so often 
that Mrs. Yde realized that some demonstration of “chil- 
dren’s fitting proficiency” was in order. 


Her solution was displaying pictures of her two grand- 
children, one on either side of the children’s shoe depart- 
ment. An 1] x 14 color portrait of her granddaughter 
centers a wall display of girl shoes, while a similar color 
portrait of her grandson is used on the opposite side. In 
this way, through putting up a new portrait each year, the 
Camelback Bootery’s customers have literally “watched the 
Yde children grow.” The color portraits, large enough to 
be easily seen from the store entrance, or through the win- 
dows, make an excellent “conversation piece.” Mrs. Yde 
doesn’t mind explaining that she has fitted her grandchil- 
dren’s feet from the first soft-soles on. This, of course. 
automatically gives confidence in her ability. 

“We are constantly selling customers who are nervous 
about their children’s feet being fitted properly,” Mrs. Yde 
says, “and who have been recommended to us by other 
parents. In fact, there have been numerous instances in 
which a customer has informed us that the decision to buy 
children’s shoes here was prompted by the sight of our 
color portraits.” 

Volume in children’s shoes has grown so rapidly that 
Mrs. Yde recently added Jack Pershang, a veteran of many 
years with Feltman-Curme shoe stores in Los Angeles, Den- 
ver, and Phoenix, to the staff. The emphasis in a fitting 
has always been “the proper fit the first time,” and this 
policy has been religiously maintained to the point that in 
five years, there has never been a single complaint of an 
improperly fitted children’s shoe. 


Instead of purchasing shoes at a local store, the New 
England resident of the 1630s had to depend upon the 
journeyman. He traveled about from farm to farm, com- 
plete with his kit of tools and leather, so that he could 
repair old shoes and make new ones. But he didn’t confine 
his services to shoemaking alone: He was proficient at 
pulling teeth, cutting hair, sharpening tools and (most 
important) providing the family with the latest news and 
gossip, which he collected as he went from place to place. 
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YORKTOWN presents 


Nationally Advertised in 


LIFE ang ESQUIRE 


Style 8902 
& B"’ Deeptone Brown 
Soft Grain 


Style 8901 
Black Soft Grain 


Style 8904 
“B & B” Deeptone Brown 
Soft Grain 


Style 8903 
Biack Soft Grain 


Yorktown accents Deeptone Brown rktown 
with touches of Black . . . adds the wanted ‘Shoes 
American style flavor .. . and comes up with 
a series of new shoes — quality-built for 
dominant value — geared for fast sales in Three Generations of Fine Shoemaking 


the important middle price market. 
In stock for Fall. Qur “AMERICAN CONTINENTALS” crafted in 


cK FROM vei? ee 
YLES FOR M 6. “ retail, Write now for catalog or for salesman to call 
96.14, $10.95-$15 GARDINER SHOE COMPANY, INC. 
some styles Nig MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 


BOYS, 
25 ees tet 95 retail GARDINER, MAINE 


A-EE; 24-7, 
: NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 


FOR MEN AND BOYS 
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I thought the {I believe ’ 
price was $1.89 |! 


it is supposed 
to be $1.98 


$-O-r-r.y, 
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Isn't this 
EMBARRASSINGI!! 


—And if it happens in your store, you lose 
your customer’s confidence and possibly her 
future patronage . . . blows to your profit. 

Save yourself this trouble by using the 
Monarch Price Marking System. 


PRICE MARKS 


Gummed Labels 
String Tags 
Pin Tickets 


Senso Labels 
(pressure sensitive) 


==a===== Fill out and mail coupon for information. -<-<=<.= 


Wi THE MONARCH shieenaneseieanienn co. 


216 South Torrence St. © Dayton 3, Ohio 


Without obligation to me, please send information on Model 20 
Dial-A-Pricer, and sample labels. 


NAME 





STORE NAME 





ADDRESS. 





POST OFFICE STATE 








Inventory Watchdog 


LEBANON, PA.—A shoe store must keep pace with 
fashion and keep stock current in order to achieve maxi- 
mum turnover and profit. 

This has been the policy of R. J. Coleman, Sr., owner of 
the Bennetch Family Shoe Store, now in its 57th year in 
this city of 30,000. 

“I have noticed that traffic slows down when I allow my 
stock to become anything less than up-to-the-minute,” Mr. 
Coleman said. 

Any lines which are not moving are marked down dras- 
tically for quick sale, enabling him to put his money into 
something current that will sell. 

His “watchdog,” which keeps a close tab on turnover, 
sales, and trends in consumer preference, is a record keep- 
ing system that controls the entire inventory, and provides 
a daily profit picture. It makes maximum use of the sales 
slip, and includes two permanent record books. 

Mr. Coleman breaks down his inventory into 12 separate 
classifications—men’s dress shoes, men’s work shoes, boys’ 
shoes, women’s dress, growing girls’, women’s casuals, chil- 
dren’s, infants’, canvas footwear, rubber footwear, slippers, 
and findings. 

On the sales slip he lists the number of pairs sold, the 
selling price, coded cost, and the classification. 

In transferring this information to his first record book, 
Mr. Coleman uses a page for each classification. He enters 
in columns on the right side of the page, the number of 
pairs sold and the cost. In columns on the left, he records 
pairage, and the cost of incoming merchandise. Balance of 
incoming merchandise at cost appears at the top of the 
left column, taken from the page just before. 

At the end of the month, he adds this balance to the 
total of merchandise received, and subtracts total sales and 
costs recorded on the right side. In this manner he has a 
perpetual inventory at cost and pairs in each of the 12 
classifications. 

In his second record book, Mr. Coleman enters frem the 
sales slips, the selling price and the cost of shoes sold. This 
book also devotes a page to each of the 12 classifications. 
By referring to this record, he is able to determine his gross 
profit for a day, a week, or a month, by department 

He also can apply a percentage of overhead to determine 
his net profit for any period in each of the 12 departments. 
This is possible because expenses are fairly stable. 

By coordinating the two record books, Mr. Coleman has 
an excellent picture of his entire operation. It enables him 
to control his inventory in any department, and it shows 
sales trends and profits in any or all of the 12 classifica- 
tions. 

Mr. Coleman spends only about 20 minutes work a day 
on keeping these records, and he feels it is a 20 minutes 
well spent. 

The system was instituted by R. J. Coleman, Jr., son of 
the owner. The younger Coleman assists in the business 
and serves as a salesman. 

“By referring to these books, I’m able to see what shoes 
are selling and which need some promotion,” Mr. Coleman 
explained. 

The record system also enables him to close out lines 
which aren’t selling, and buy more current lines. 

In addition to controlling buying and regulating weekly 
fill-ins, these records help Mr. Coleman gauge consumer 
trends, and help him to buy and plan promotions with some 
degree of assurance that they will pull sales. 


Lots of people live in beautiful homes overlooking the 
mortgage. 


Bill collectors sure have to listen to a lot of stall stories. 
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Mr. FRANK B. Griswo.p, Vice President-General Manager, LEHIGH SAFETY SHOE Company, Emmaus, Pa. 


“Thanks to neoprene soles, our Lehigh Safety 
Moccasin is a 2-in-1 shoe for shop and office’ 


As Mr. Griswold tells it, ‘““The 
Lehigh Safety Shoe Company is 
highly enthusiastic about a new 
safety-toe moccasin which has 
been designed for double duty in 
shop and office. The new moccasin 
has already become a big hit with 
supervisory personnel.’’ Mr. 
Griswold attributes much of this 
popularity to specially treated neo- 
prene soles. These soles not only 
have dress shoe styling, but also 


provide the same long-wearing 
qualities found in other Lehigh 
safety shoes. 

To illustrate neoprene’s dura- 
bility, Lehigh can cite the case of 
a plant engineer of a cement mill 
who wore a pair of Lehigh neo- 
prene-soled shoes for 7 years. Dur- 
ing this time, the original soles 
have been exposed to grease, oils, 
water, snow and abrasive cement, 
and have never had to be replaced ! 


REG. y, 5. PAT. OFF 


Experiences of this nature ex- 
plain why Lehigh has now used 
neoprene soles for 20 years. To- 
day, neoprene is used in their 
leading work and safety shoe lines. 
You, too, will find the neoprene 
sole a lasting sales asset . . . pro- 
viding longer wear and customer 
satisfaction. E. I. du Pont de 
Nemours & Co. (Inc.), Elastomer 
Chemicals Dept. BS-6, Wilming- 
ton 98, Delaware. 


SYNTHETIC 
RUBBER 


Better Things for Better Living . . . through Chemistry 
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Inside Shoe Business 
(CONTINUED FROM PAGE 60) 


try has only recently been con- 
fronted with charges of “cheap 
shoes”—a charge that has spawned 
a two-headed, horned Shoe Labeling 
law receiving serious consideration 
in Congress. 

It appears that we’re headed for 
a new plateau—and perhaps a fixed 
one — of hide, leather and shoe 
prices. But there is no need for us 
to be apologetic for higher prices. 
If we’re to believe what we’ve al] 


been saying these many years—that 
our low shoe prices have repre- 
sented a “bargain” for consumers— 
then perhaps it’s time we started 
selling at regular instead of bar- 
gain prices. 

We’ve seen that our low shoe 
prices have been no stimulant to 
increased sales or consumption. By 
the same token, it would seem that 
reasonably higher prices should 
have no particular effect on sales or 
consumption. We’ve gone through 
price boosts before, without effect 
on sales or consumption. 





FARBERIZED WELTING 


Framework 
for 
Famous 


Footwear 


It's pliable — readily molds to the shoe 
... lies flat — resists shrinking, cracking 
and curling .. . and it retains its shape and 
temper for the entire life of the shoe. Our 
exclusive Farberizing process replaces 
water soluble tannins with a special com- 
pound which seals each fibre against 
moisture, yet maintains the porosity of 
the leather. 


FARBERIZED WELTING gives you more for your money! 


L. Farber Wel 


160 FREMONT STREET 


WORCESTER MASS 





But unless the higher prices 
bring with them an improved mar- 
gin and profit position, then all’s 
for naught. If all this rumble term- 
inates in price rises that simply 
cover cost rises, we’re back in the 
same old bow! of stew. 

This, as perhaps never before, is 
the time for us to live up to our 
convictions with the same fervor as 
we’ve fought for them over the 
years. 


Why Customers 


Raise Objections 


(CONTINUED FROM PAGE 41) 


The shoe salesman should be well 
equipped to handle any unusual 
problem that may arise. He must 
be able to do this without any hesi- 
tation. The moment he hesitates, he 
is lost. He must never grope for 
words or facts. His remarks should 
be definite and conclusive. This will 
give the customer more confidence 
in him and make the sale easier to 
handle. 

Never argue with the customer 
when objections are raised. The 
customer will only be antagonized. 
It will make the final sale much 
harder to conclude. The salesper- 
son gains nothing but may lose a 
sale, and possibly a customer, to- 
gether with her whole family and 
all her friends. He can only con- 
sole himself with the feeling that 
“she wasn’t going to take advan- 
tage of me’”—however, deep down 
in his heart, he knows that he did 
the wrong thing. It is at this time 
that the Golden Rule can be stated. 
I’m sure the _ salesperson who 
argues with, antagonizes and even 


| insults a customer would probably 


uncontrollably lose his temper if 
the same thing were done to him, 
his wife or anyone dear to him in 
another store. Therefore, before 
tempers are lost the salesperson 
should think twice and ask him- 
self—‘‘what reply would I like to 
receive if I were to ask the same 
question?” A nasty answer will 
lose a sale even though the sales- 
person “got in the last word.” 
Intelligent salespeople do not 
have to resort to argument to make 
a sale. Gentle persuasion will get 
better results, faster. The customer 
is your guest and should be treated 
as such. She is a lady and has sen- 
(CONTINUED ON PAGE 70) 
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Y/ 
Vi7if if 

YUM 


YouD NEED 79, 690 CUBIC YARDS OF SHELF GPACE 
TO STOCK SHOES FOR EVERY MAN WHO KNOWS ABOUT 


MOC-ABOUTS 


THATS WHAT IT WOULD TAKE TO STOCK SHOE BOXES FOR 
THE 11,000,000 MEN MOC-ABOUTS SELLS FOR YOU 
‘ROUND THE CALENDAR . THROUGH ONE OF THE LARGEST 
NATIONAL PROMOTIONS INTHE FIELD, MOC-ABOUTS RUNS 
ANEW AD EVERY MONTH... INESQUIRE ,ARGOSY , TRUE 
AND PLAYBOY. AND THAT MEANS@OUT OF EVERY @ MEN 
IN YOUR TOWN HAVE THE MOC-ABOUTS STORY BROUGHT 
STRAIGHT TO THEIR DOOR-INORDER TO BRING‘EM 
STRAIGHT TO YOUR STORE! 


lDTo 
MO 


ot ToT 07) 














HAVING THE SHOE ONTHE _ # 


" GTHER FOOT 


ONCE SAVED SHOE LEATHER : S G2}; 


BEFORE I$6O BOTH LEFT ANDRIGHT ‘ SHOES ONCE Ganueny 

SHOES WERE MADE FROM ONE w “ 
LAST. IF THE LEFT HEEL BEGAN T HEIR WEIGHT IN GOLD 
TO RUN DOWN ON ONE SIDE, THE BECA 

deli coeniteioswoat es CAUSE MONEY WAS SO SCARCE 


IN COLONIAL AMERICA,A GOOD 
SIMPLY SWITCHING THE SHOE PAIR OF SHOES OFTEN WAS USED 
TO THE RIGHT FOOT. 


TO"BUy "EGGS, PRESERVES 


AND SALT FISH! 
MOC-ABOUTS LINED  GAHARA Poors 


HERE'S A FABULOUS FALL BOOT BRIGHTLY LINED WITH NYLON FLEECE, 
SMARTLY TRIMMED WITH SMOOTH PIPING, THAT ANY MAN WOULD WANT 
TO WEAR ATA FOOTBALL GAME OR IN FRONT OF THE FIREPLACE. WITH 

A. BOOT THATS LINED THIS BEAUTIFULLY, YOUR STORE'S SURE 

TO BE LINED UP FOR BEAUTIFUL FALL BOOT SALES.WE RE LETTING 

THE MEN IN YOUR AREA KNOW ABOUT THIS BOOT IN THE SEPTEMBER 
PLAYBOY- SO WHY NOT LET US KNOW WHEN YOU WANT'EM SHIPPED ? 


MOC-ABOUTS $5.95-8.95 


WOULD YOU BELIEVE IT® NASHUA FOOTWEAR CORP., 250 CANAL ST., LAWRENCE, MASS. 
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Retail Trade News 
(CONTINUED FROM PAGE 47) 


and without ornamentation. 

Men’s styles making a mark in 
downtown Philadelphia selling in- 
clude: A soft and flexible plain toe 
brushed leather type with sole treat- 
ment reminiscent of the classic re- 
hearsal sandal; the include 
rust, oxford gray, neutral. 

Also, a three-eyelet brushed leather 
boot with flat-top styled vamp; the 
walled effect is enhanced by a smooth 
leather overlay; smooth leather pip- 


Gr ‘He 


colors 


ing from the top line to the bottom 
of the lace stay provides contrast. 
Among ventilated types a highly 
stylized U-front six-eyelet bal is out- 
standing. In contrasting tan calf 
and brown nylon mesh, this shoe is 
smartened by a narrow smooth calf 
overlay which forms the bal line, 
then sweeps back on the quarter. 


Cold Weather Fails to 
Slow Minneapolis Selling 
WOMEN’S shoe business held up 

remarkably well in spite of unsea- 
sonably cool weather toward the end 


= 
Cc 


Bas 
A | 


is the back-to-school boot. 
Means extra-pair sales. 
Featured in the complete 
line of BEAU-TIES and 
BEAU-TEENS. Write 
for catalog and name of 
nearest representative. 


ITALO 


Cin colors) 


ST. LOUIS SALES OFFICE: Room 200, 503 N. 12th St., St. Louis, Mo. 


OCKINGHAM 


SHOE COMPANY 


NEWMARKET, 
NEW HAMPSHIRE 





of the month. Some buyers and de- 
partment managers said that they 
were ahead of their last year’s May 
figures. 

Spectators in both brown and 
white and blue and white were out- 
standing. There was customer in- 
terest in both closed and open toe 
styles. White calf numbers with a 
23/8 heel also moved, although one 
buyer pointed out that they were a 
little slower than last year at this 
time. He attributed this to the cool 
weather. 

The women’s shoe buyer in a lead- 
ing department store said that a 
store-wide sale had helped his busi- 
ness this month. He said that he 
doubled his original order of specta- 
tors, but he still doesn’t have enough. 

There also was a lingering interest 
in black patents in all heel heights 
with about 95 per cent of the sales 
in closed heel and closed toe styles. 
Bone also got the nod of buyers as a 
new spring shade. 

Pastels sold moderately well, but 
there was no definite color trend. An- 
other buyer said that open shoes in 
vinyl, luster calf and some white 
“were much better than they had 
been for some time.” Nylon mesh 
pumps in both white and dark 
shades, both the 18/8 and 23/8 heel 
styles, sold well. 

Although the higher 21/8 and 23/8 
heels had a slight sales edge on the 
medium heels, most buyers said that 
the mid heels (18/8) were generally 
good in all shoes. 

While sales of women’s casuals 
had been slowed down by the cooler 
weather, Italian casuals caught the 
eye of many shoppers along with 
straw, punched pig and nylon num- 
bers. Both wedjies and flat sandals 
were popular. 

Sales of children’s shoes held up 
to the volume of last year, although 
nothing spectacular was _ reported. 

(CONTINUED ON PAGE 74) 


Why Customers 
Raise Objections 

(CONTINUED FROM PAGE 68) 
sitive feelings. She did not come 
into your store to be _ insulted. 
Therefore, handle her with kid 
gloves. 

The customer wants to spend her 
money and if you are not clever 
enough to realize this, you may be 
sure that your competitor is, and is 
just waiting for the opportunity to 
make her a regular customer. ® ® @ 


Boot and Shoe Recorder 





Does your store have a 


SPLIT PERSONALITY ? 





I; your store modern on the inside, 
but old-fashioned on the outside? Your 
regular customers may know it’s an 
up-to-date establishment, but what 
about potential customers who judge it 
by its outward appearance? 

A Pittsburgh Open-Vision Store 
Front is the mark of a progressive busi- 
ness. It identifies you and your store 
with all that’s new in merchandise and 
service, and lets you display that mer- 
chandise to best advantage. It boosts 


your prestige and— most important— 











it boosts traffic in your store. 

A wide variety of Pittsburgh Store 
Front Products is available to achieve 
any design you prefer; including Pitts- 
burgh Polished Plate Glass and Twin- 
pow” Insulating Glass Units for the 
open-vision front, supported by 
Prttco® Store Front Metal. TuBe.ire®, 
West and Hercuttre” Doors, Pittsburgh 
Door Frame Assemblies and Pirrco- 
MATIC. Automatic Door Openers can 
also add much to your new or re- 
modeled front. 


PAINTS + GLASS + CHEMICALS * BRUSHES + PLASTICS + FIBER GLASS 


PITTSBURGH PLAT E GLASS COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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FREE BOOKLET 


For more information on 
Pittsburgh Open-Vision 

Store Fronts, send in the 
coupon and we'll be glad 
to send you our new 


store front booklet. 


Pittsburgh Plate Glass Company 
Room 9179, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send me a free copy of your booklet, ‘Put 
Your Best Store Front Forward.” 


Name 


Address 





New Style Horizons 


for 
Spring and Summer 1960 


OFFICIAL LEATHER COLORS 
NEW FABRICS and COMPONENTS 


All Previewed in Print 








Ju} \ a 


— RECORDER 


iM 

— 7 
covering the Leather Show of the 
Tanners’ Council of America, and 


Allied Shoe Products and Style 
Exhibit Show 


4 


THE PERFECT BACKGROUND FOR YOUR ADVERTISING. 
PRECONDITION THE BUYERS WHO WILL ATTEND BY INFORMING 
THEM ON PRODUCTS YOU WILL EXHIBIT; CATCH THE BUYERS 
WHO WILL NOT ATTEND BY SELLING THEM THROUGH YOUR 
EXHIBIT IN PRINT. BOOT AND SHOE RECORDER WILL BRING 
THESE TWO IMPORTANT SHOWS TO 23,000 SHOEMEN—YOUR 


CUSTOMERS AND : = RUSH COPY TODAY. » 


BOOT and SHOE RECORDER 


AY 
A CHILTON PUBLICATION e a and Fifty-Sixth Sts., Philadelphia 39, Pa. 


\ + 
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William AMER Company 


Member hid Leather Guild 
PHILADELPHIA 2% 
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Retail Trade News 
(CONTINUED PROM PAGE 70) 


Canvas styles continued to sell well, 
but white shoe sales were slower 
than usual, which also was blamed 
on the fact that hot weather was 
slow in coming. 

On the other hand, men’s shoe 
sales were comparatively unaffected 
by the weather with most stores re- 
porting good sales of summer num- 
bers. Mesh and ventilated styles 
with a moc toe along with light- 
weight styles sold well. Black led 


over brown. Combinations such as 
brown and white and black and white 
were slow. A few oxfords with cush- 
ion crepe soles for casual wear in 
saddle tan and also bone caught the 
eye of male shoppers too. 


Prices Up—Sales 

Also, in Milwaukee 
EARLY summer retail volume 
has been very satisfactory. Tracing 
a pattern in shoe store traffic and 
however, is more difficult 
than ever. “Spotty” or “erratic” no 
longer describes the _ situation, 


sales, 





Sales continue to RISE — 
up 10% for 1958! 


OWEN 


Designed for the utmost in comfort and long wear! Brown 
glove leather, Moccasin five-eyelet Blucher pattern, FULLY 
GLOVE LEATHER LINED, HEEL-TO-TOE CUSHION and side 
arch covered with glove leather, NEOPRENE CREPE SOLE AND 
HEEL, Nylon stitched, right and left quarters, steel arch, on 
our No. 10 Combination last. IN-STOCK to retail profitably 
at $12.95 


Shaw's steadily rising sales figures 
are definite proof of a quality prod- 
uct at prices consumers can afford 
to pay! New retailers are constantly 
getting on the Shaw bandwagon, 
and enjoying all the profits and 
benefits that go with it. 


Our unique Trade Builder way 
of supplying you with OVER- 
NIGHT service from the over 60 
Shaw distributors in every sec- 

tion of the country, gives you 

low inventories and high profits. 
Shaw shoes offer you value 
equivalent to many shoes sell- 
ing for as much as $3.00 
more at retail! Regular NAT- 
IONAL ADVERTISING in lead- 
ing men's magazines helps 
pre-sell your customers on 
Shaw's quality features, and 
brings you new customers! 


You'll enjoy steady sales 
at good mark-up, and your 
customers will keep repeat- 
ing —- when you switch to 


WRITE TODAY for the name of your 
— Shaw rsd rag pce toh 
our new Spring flyer catalog, 
showing our Foe ey tye of men’s cas- 
ual, dress, work and comfort: shoes. 


M. T. SHAW, Inc., Coldwater, Michigan 
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buyers noted: “We’re averaging 
out alright, but when we would 
normally expect to do good busi- 
ness we fall flat on our faces. On 
the other hand, on days we don’t 
normally anticipate much traffic we 
get rushed to death.” 

Downtown buyers claim their 
sales are holding slightly above 
last year’s figures to date. Shopping 
center and neighborhood outlets 
also point to healthy sales totals. 

Prices have edged upwards mod- 
erately all over town with scarcely 
any effect. Stan Sadjak, Stan’s 
Bootery, says his customers “holler 
a little—but they calm down fast 
when I relate the facts behind shoe 
price increases.” 

Women’s shoe buyers note a 
widening range of interest among 
shoppers. There is an especially 
diversified interest in colors. Open 
shoe sales have spurted, and are 
bigger than they have been for 
several summer seasons. Thong 
sandals and mule slings are mov- 
ing well. 

Pre-Memorial Day promotions of 
punched leathers, mesh and straw 
shoes in both low and medium price 
levels hit the jackpot in downtown 
outlets. Surprising strength was 
noted in Italian imported mid 
heels, wedgies and straws at $7.95- 
$12.95. 

Some confusion exists in con- 
sumer’s minds on the highly publi- 
cized, now oval toes. “Are they just 
like the old shoes at home in my 
closet?” sales clerks are asked fre- 
quently. The answer, says Jim 
Kujawa, Packard-Rellin: “These 
women must be told that the new 
ovals are narrower and the style 
itself offers a much narrower, finer 
silhouette than anything put out in 
any previous season.” 

Children’s shoes are selling at a 
good pace. Canvas sales have been 
encouraged by improved weather. 
Several children’s footwear buyers 
noted a discernible trend in girls’ 
shoes away from slipons, in favor 
of ties. Nylon velvets and black 
and white saddles continue strong 
in girls’ departments. Boys’ dirty 
bucks are gaining in popularity. 

Men’s footwear sales are sur- 
prisingly good. Stronger adver- 
tising and promotional efforts by 
stores all over town are building 
interest in men’s shoes. This has 
been one of the best golf shoe sea- 
sons in a long time. eee 
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since 1830 makers of furniture for public use 


THONET 


write for illustrated material. THONET INDUSTRIES INC. 
One Park Avenue, New York 16, N.Y. 
SHOWROOMS: New York, Chicago, Detroit, Los Angeles, 


San Francisco, Dallas, Miami, Statesville, N. C. 


design 2716 





June 15, 1959 





We mean it, too! 
Your inquiry for 
any reason is 


acknowledged . 


Ae, 


thy ° 
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 F8tap welt . 
“WITH PILLOWED PLUG — —, |. 

BLACK AND RED SMOOTH, 4 . 

AVONITE SOLE ON BOTH. . i 

Sizes Childrens 8'2 F 

thru Misses 3. 

Widths ABCD 


CHILDS 3.90 
MISSES 4.20 


4-EYELET DRESS MOCCASIN. 


_~,. WITH PHLLOWED PLUG — 


BROWN SMOOTH 
& AVONITE SOLE. 


Sizes Childrens 8% thru, Big < 
Boys 6 — widths BCDE 4. 
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Why Do WELLCO FOAMTREADS 
Account For 70% Of 


Goodwin Adrian's Slipper Business ? 


Neichboriieod Store Success Story #7 


by Goodwin Adrian, Owner Adrian’s Shoes, Paterson, N. J. 





Because I display them in a prominent position where 
customers can pick up the slippers, see the wide range 
of colors and styles, feel their softness and flexibility. 


Wonderful Features 


We've been in business since 
1929, satisfying our customers. 
And neighborhood customers 
are demanding. When I tell them 
about all the wonderful WELLCO 
features, the slippers almost sell 
themselves. Everybody appre- 
ciates the fact that FOAMTREADS 
are practically indestructible. 
Flexible counters you can’t 
crush . . . sponge rubber mid- 
soles . . . soft leather outsoles 
you can’t wear out. 


Neighborhood Customers Are Demanding. That’s Why gem, 
Neighborhood Stores Carry WELLCO FoAMTREAD Slippers. \™ ay 


For more information about the WELLCO FOAMTREAD line, 
wri i, Vice President in Charge of Sales. 
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write to Joe Stanelli 
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Washability Clinches Sale 


And when I point that WELLCO 
FOAMTREADS are machine wash- 
able . . . that really clinches the 
sale. So it’s no wonder that, on 
an average Saturday, | sell 28 
WELLCO FOAMTREAD slippers 
out of every 39 slipper sales | 
make. 


Big Sales Increase 


Yes, customers really go for 
FOAMTREADS. The second year 
we carried the line, we doubled 
our sales over the first year. The 


THREE GENERATIONS OF FOAMTREADS. Goodwin Adrian sells a pair of FoaMTreaps to 
Mrs. Charles B. Parisi (center), whose mother originally patronized Adrian's when Mrs. Parisi 
was a little girl. Adrian's now sells to Mrs. Parisi's children as well as mother and shceomamnen 





third year, we quintupled our 
WELLCO business. And _ sales 
have remained at a consistently 
high level. What’s more, we get 
at least three stock turns a year, 
with a healthy markup and 
never a markdown. 


Main Line 
Result is that WELLCO is our 














main slipper line. We're a 
respected family shoe store, sell- 
ing shoes up to $19.95. The 
slippers we offer must be good 
to stack up with the quality 
shoes we sell. From my point of 
view, WELLCO FOAMTREADS fit 
into my operation in every 
respect. 


wellco 


4 q cs wi S 


WELLCO SHOE CORPORATION, WAYNESVILLE, N. C 


In Canada, **Foamtread"’ Slippers are ma 





de exclusively by Kaufman Rubber Co. , Kitenhe 


ner, Ont 
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¢eAbout Shoe People 


Stewart Sommers, women’s shoe 
buyer for Saks 34th Street in New 
York for the past year and a half, 
recently resigned. Effective June 
15, he joins the Davison-Paxon 
Company of Atlanta, where he will 
be responsible for buying and mer- 
chandising women’s shoes. 

. se a 

Clifford O. Anderson, executive 
vice-president of G. R. Kinney 
Corporation, has been elected pres- 
ident of the Alumni Association of 
City College of New York. He is a 
1922 graduate. 

o . a 

Max J. Billig, president and 
founder of Evy Footwear, Inc., 
Brooklyn shoe manufacturers, was 
honored at the annual shoe indus- 
try dinner for the United Jewish 
Appeal of Greater New York, June 
10. He served as chairman of the 
Shoe and Allied Trades division of 
the Appeal in 1957 and 1958. 

€ . 

Lowell Cheney has been promoted 
to buyer-manager of the shoe de- 
partment of Gregg’s, Inc., Lima, O. 
He was with Sill’s Shoe Store for 


about 15 years and before that was 
manager of a Melville chain store 
in Lima. 

o a - 

William Mack, who has been with 
the J. C. Penney Company, Inc., for 
eight years, has been transferred 
from Rockford, IIl., to manage the 
expanded shoe department in Pen- 
ney’s downtown Minneapolis store. 


Charles O. (Pat) Murphy has 
bought the Geckeler Shoe Store, In- 
dependence, Kan., from Lewis S. 
and Forrest Geckeler of Indepen- 
dence. Their father, the late Fred 
Geckeler, established the store in 
1893, and the family has continued 
to operate it at the same location. 


Malcolm McHaeffy, manager of 
the Family Shoe Store, Tupelo, 
Miss., for nine years, announced he 
has acquired part ownership. The 
other owners are Roy and Felix 
Black. 

* = ° 

Brig. Gen. James C. Cairns (Ret.), 

president of GallenKamp Shoes 





Step Up 


with the 


Closed Toe - Low Heel 
Classics 


QUALITY SHOES AT A POPULAR PRICE 
Large IN-STOCK 

selection of smart, comfort 

styles including straps, 

ties and pumps. 


\\. NOTE THESE FEATURES 
oo , Heel Cushion 
I Instep Cushion 


Callous Cushion 


line of 


Retailing at $9.95 & $10.95 


Available In 94 Sizes 


AAAA to D Thru 
size 11 all widths 


Catalog of ALL Stock Shoes Available on Request | 


Order 
by Stock 
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Soft Black Kidskin | 
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BENDER SHOE 


THE P. HAGERTY SHOE CO., Washington C.H., Ohio 


1 YOUNG 
BENDERS 


Be first with the most and you have it made. YOUNG 
BENDERS are first in rate of growth and the most for 
profits. So, write for our new catalog and price list now. 
Let's get acquainted. Smart retailers everywhere are cash- 
ing in on this profitable line. 


Nassau holiday winners in International 
Shoe Company's national calendar con- 
test were Mr. and Mrs. Raymond Geiger, 
owners of The Bootery shoe stores, Over- 
land and Kirkwood, Mo. Charles Mueller 
(right) of International's advertising de- 
partment, presents award to the Fried- 
man-Shelby retailers. Second prize, color 
TV set, went to Fair Shoe Store, Wichita, 
Kan. Tooele Mercantile Company, Tooele, 
Utah, won third prize, a hi-fi set. Winners 
were picked from among retailers using 
ISCO wall calendars. 





Company, was honored by the Na- 
tional Conference of Christians and 
Jews in Los Angeles at its annual 
Brotherhood Testimonial Dinner. 
The special award was given for 
fulfilling the conference’s brother- 
hood motto: “Believe it, live it, sup- 
port it.” 


COFFEE BEAN 
with SHADOW 


eee ae | 
for BOYS 
BIG BOYS 
YOUNG MEN 





made and sold by 


co. SOMERSET, PA. 
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A great NEW Color... 


A year-’round Neutral... 


A Father ’n’ Son Favorite... 


TRADE — MARK 


BUK 


A Brezner 
Innovation ! 


This design is available to shoe 
manufacturers. Write for your 


free sketch TODAY! 


Soon you'll see its off-beat smartness flashing along the countryside, 
across the nation’s campuses . . . on the feet of leisure-lovin’ lads ‘n’ 


dads everywhere. It’s that kind of leather! 


Make sure the footwear it fashions . . . (and the profits it piles up) 
.. are YOURS! 


Send for swatches or see our representative... TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 
145 South Street, Boston | 1, Mass. 


‘Fashion Right'’ Leathers from our Tannery, Penacook, New Hampshire 


$T. LOUIS, MO. CINCINNATI, OHIO NEW YORK and PA. MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co. John A. Spille Co. Homer Bear Jack G. Mendelsohn Liebman & Cumming 


MONTREAL, QUE., CANADA MILWAUKEE, WIS. ROCHESTER, N.Y. LOS ANGELES, CALIF. San Francisco 
Stockton & Sedgwich Harold |. Stewart Graham Bros. Sales Russ White Co. Calif. 


Handbag Representatives: NEW YORK, N.Y., Chilewich Sons & Co. 


Representatives in All the World’s Leading Leather Markets 
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NOW...ASIMPLIFIED CONSOLE PULLER 
FOR SHOES LIKE THESE 


e Fewer Controls 

e Lower Cost 

e Easier Operation 
e Higher Production 


The United. Pulling Over Machine — Model C— 
presents a new concept of pulling over in a three 
pincer console type machine for flatties, loafers, 
moccasins, ballerinas, and slippers. If your shoes fall 
within this classification, the Model C Puller offers 
operating and production advantages at a low 
machine cost. For further information call your 

local United office. 


, Jdpiicd., 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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..- Salesmen on the Road 





by BERNICE S. DECKER 


Time for Yachting 


Bruce H. Crompton is almost as 
widely known in yachting circles as 
he is in the shoe business. From 
now on he’s going to have a little 
more time to devote to the yachting 
side of his life. 

When he retired recently as vice- 
president and sales manager of the 
Fairfield division of the H. C. God- 
man Company, he couldn’t leave the 
shoe business entirely. He became 
West Coast sales representative for 
the firm. 

When Mr. Crompton moved to 
Santa Ana, Calif., his new 38-foot, 
ocean-going cruiser was waiting for 
him at her berth just a few miles 
away. He claims to have no plans 
for racing, but his friends predict 
he will be in competition within a 
year. He has a roomful of trophies 
won all over America in the Light- 
ning and Raven classes. 

He is a past commodore of both 
the Buckeye Lake Yacht Club and 
the Inland Lake Yachting Associa- 
tions and a charter member of the 
International Commodore’s Associa- 
tion. 

In semi-retiring at the youngish 
age of 61, Mr. Crompton is follow- 
ing a lifelong habit of getting to 
his goals before almost anyone else. 
He and his sister were the youngest 
students ever graduated from Su- 
perior (Wis.) High School. He fol- 
lowed that up by completing in two 
years a four-year course at Galla- 
had Military School in Hudson, 
Wis. 

‘J e 

HE STARTED his colorful career 
in the shoe business in 1919, when 
he went to work for the Godman 
company. He was 21, the youngest 
salesman the firm ever hired. That 
record still stands. 

Quickly he became a top per- 
former. For 10 years he sold shoes 
in Minnesota, Wisconsin, North and 
South Dakota and, at times, in Mon- 
tana, lowa, Wyoming, Nebraska and 
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Kansas. He averaged more than a 
quarter of a million dollars in sales 
a year. 

Mr. Crompton went to the home 
office in 1929 to take charge of styl- 
ing and planning of the newly 
launched Fairfield division. Three 
years later, when he was only 34 
years old, he was elevated to vice- 
president of the Godman Company. 
Five years ago he returned to the 
Fairfield division. Concentrating on 
volume accounts, he averaged more 


Million-dollar-a-year salesman, Bruce H. 

Crompton (left), retired vice-president 

of H. C. Godman Company and sales 

manager of its Fairfield division, with 

John L. (Red) Neff, his successor in the 
division post. 


than a million dollars in sales an- 
nually. 

Mr. Crompton’s wife died in 1952. 
He has one son, Dr. Keith Cromp- 
ton, a practicing dentist in Lancas- 
ter, O., a Columbus suburb. 

2 * * 

John L. Neff, who succeeds Bruce 
Crompton as sales manager for the 
Fairfield division of the H. C. God- 
man Company, has a close tie to 
the traveling man. He is a past 
president of the Ohio Shoe Travel- 
ers Club. He is the Ohio member on 
the board of directors of the Na- 
tional Shoe Travelers’ Association. 

Mr. Neff rejoined the Godman or- 
ganization in March after having 
been with the firm previously for 
17 years. He started as a stock boy 
in the Godman warehouse in 1925 
and worked at various jobs until 
1932, when he went on the road. He 
traveled in eastern Kentucky and 
Ohio for some 10 years. 

He has since been associated in 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Blvd., Evanston, Ill. 


sales capacities with several other 
shoe concerns. 


Noted Here and There .. . 


Carl Bruning of Eby Shoe Corpo- 
ration, who became ill during the 
Midwest Shoe Travelers’ May Mar- 
ket show, is recuperating after a 
period in the hospital. 

a e 7 

Jerry Druth, who recently took 
over the job of developing the Mid- 
dle West territory for Lynncraft 
Shoes Company of Lynn, Mass., is 
keeping the shoe tradition in the 
family. His father is Dan Druth, 
well known buyer for Maling Bros., 
Chicago area shoe chain. 

* o iB 

Ralph Amabile, a New England 
sales representative for Colonial 
Tanning Company, Inc., Boston, 
and Mrs. Amabile are the proud 
parents of a second daughter, born 
May 20 at Weymouth, Mass. From 
all reports, Mother and Dad and 
the new addition are doing well. 


The Distaff Side: Continued 


WE CONTINUE our account 
about women closely tied to the 
traveling and selling end of the 
shoe business: This time it’s two 
more girls who have headquarters 
in New York City. 

Red-haired Mary MacKenzie has 
sold Brevitts shoes from the New 
York office for most of the past 19 
years. Before she came to the United 
States she was in the Bond Street, 
London, sales office. Her work 
has been a combination of selling 
and sales promotion. At one time 
she traveled for the firm in this 
country. 

In addition to shoes, Mary is 
fond of riding and tennis. She is 
also very much interested in mod- 
ern art, the theater and the ballet. 
In fact she has studied modern bal- 
let in this country. She is going 
home to England for her vacation 
this year and plans motor trips to 


see various members of her family. 
oe * 7 


Ruth Aaronson is in charge of the 
New York sales office of Sandler of 
(CONTINUED ON NEXT PAGE) 





Boston, and does her share of sell- 
ing. She is in charge of all the firm’s 
publicity, and she presents the line 
before the men go on the road. She 
points out the highlights, the shoes 
that have been selected by the edi- 
tors, and those that will be shown 
in ads. She also airs her own views. 
Of course, as she says, that in itself 
is a kind of selling. 

Ruth is also very much interested 
in artistic activities of all kinds. 
She likes modern art and modern 
music, and she studies the piano. 
She loves the ballet and would have 
been a dancer if she had not been 
in an accident that wiped out that 
plan. She’s also a devotee of the 
theater. 


Pittsburgh Golf Draws 60 

DESPITE rain and high wind, a 
record-breaking number of shoemen 
turned out for the annual golf tour- 
nament held jointly by the Penn- 
sylvania Shoe Travelers and the 
Greater Pittsburgh Shoe Retailers 
last month. 

Sixty men took part in this affair 
at the Westmoreland Country Club 
in suburban Pittsburgh. Gaining top 
honors were: low score, Jess Drew, 
Pennant Shoe Company; runner-up, 
Al Brodie, Brodie Department Store, 
Indiana, Pa.; longest drive, William 
Buckler, Life Stride division, Brown 
Shoe Company, and nearest shot to 
being a hole-in-one, Ed Moss. 


e Trade Literature 


Catalog of Children’s Imports 


A 12-PAGE catalog of infants’ 
and children’s shoes made _ in 
France on American lasts, has been 
prepared by Chambord Shoe Com- 
pany, Inc., 350 Fifth Ave., New 
York 1. A complete price list is 
included with the two-color, fully 
illustrated catalog. 


Synthetic Material Explained 


AN ILLUSTRATED, eight-page 
brochure describing Troyfelt, a new 
synthetic non-woven material, is 
available through Troy Blanket 
Mills, 200 Madison Ave., New York 
16. 

The booklet tells what Troyfelt is 
and how it is made, and discusses 
strength, dimensional stability, long 
wear and chemical resistance. It 
also explains how, in addition to 
straight Dacron or Orlon fiber con- 
struction, Troyfelt can be custom 
blended of different fibers and com- 
binations for specific uses. 


Marking Machine Catalog 


MACHINES for various shoe 
marking applications are described 
in an eight-page catalog issued by 
Markem Machine Company, shoe di- 
vision, Keene, N. H. Each machine 
is illustrated and shown together 
with photos and samples marked on 
the machine. 





Letters... 


‘Functional Footwear’: Plaudits 


I just finished the first part of “Func- 
tional Footwear” in the May 15th issue 
of Boot ann SHor Recorper. Am [ 
glad to find that such a study has been 
made! 

For years I have read everything I 
could about feet and their function as 
related to shoes and lasts. So when your 
“Functional Footwear” story came along 
I became understandably excited. You 
are to be commended for publishing this 
important work. Let’s have more of this 
kind of material. 

N. MICHAELS, JR. 
PLAZA BOOTERY 
SAN MATEO, CALIF. 


I am greatly interested in the fine 
article in the May 15 issue of Boor aNnp 
SHoe Recorper entitled “Functional 
Footwear.” I feel that it is very im- 
portant that this information be brought 
before the podiatry profession, as well 
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as to the shoe manufacturers and shoe 
retailers. 
DR. WALTER LITTLEJOHN 
OAKLAND, CALIF. 


“Functional Footwear” is the most fas- 
cinating and educational piece of its 
kind I’ve yet read. 

IVER OLSON 
NATIONAL SHOE MFRS. ASSN. 

Your article on “Functional Footwear” 
in the May 15th issue is of significant 
importance not only to shoemen but 
even more important to all professional 
men whose practice pertains to the feet. 

DR. I. D. GORDON 
LAWRENCE, N. Y. 


Your article on “Functional Footwear” 
is most thought-provoking. It is one of 
the most stimulating contributions to the 
thinking of shoe people I’ve seen in 
many a moon. 

ERIC FRANKEN 


LITTLE ROCK, ARK. i 


THIS MONTH 


New York Shoe Wholesalers, Fol! Mar- 
ket Week, members’ showrooms, New 
June 14-17 


Michigan Shoe Travelers’ Club, Summer 
Shoe Fair Caravan, Statler-Hilton 
Hotel, Detroit . July 12-14 

Baltimore Shoe Club and Associated 
Shoe Travelers of Baltimore, Baltimore 
Shoe Show, Lord Baltimore Hotel, 
Baltimore .. July 12-15 


AUGUST 
Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City. .August 1-4 
National Shoe Fabrics Association, 
Spring-Summer Trade Show, Hotel 
Lexington, New York .. August 2-5 
Leather Show, Spring and Summer, Tan- 
ners’ Council of America, Waldorf- 
Astoria, New York 
Merchandising Clinic, Nationa! 
Manufacturers Association 
Hilton Hotel, New York 
SEPTEMBER 
Michigan Shoe Travelers’ Club, Michi- 
gan Shoe Fair, Statler-Hilton Hotel 
Detroit September 13-15 
Midwest Shoe Travelers’ Association, 
Shoe Market, Palmer House, Chicago 
September 13-16 
Miami Beach Shoe Show, Deauville 
Hotel, Miami Beach, Fla.. .September 26-30 
New England Shoe and Leather Asso- 
ciation, Advance Spring Market 
Week, Hotels Statler Hilton and 
Sheraton-Plaza, Boston 
September 27-October 


OCTOBER 


Shoe Manufacturers’ Association of 
Canada, Annual Canadian Shoe and 
Leather Fair, Sheraton-Mount Royal 
Hotel, Montreal October 4-8 

Tanners’ Council of America, Annual 
Business Meeting, Edgewater Beach 
Hotel, Chicago ...October 21-23 

National Shoe Travelers’ Association 
Inc., Annual Convention, Hotel Hamil- 
ton, Chicago . weeceees-October 22-23 

National Shoe Fair, National Shoe 
Manufacturers Association and Na 
tional Shoe Retailers Association 
Palmer House, Morrison, Conrad Hi 
ton and Congress Hotels, Chicago 

October 25-29 

Northwest Shoe Travelers, Inc., Spring 
Shoe Fair, St. Paul Hotel, St. Paul 
Minn. October 31-November 3 

Pacific Northwest Shoe Travelers, Inc., 
Spring Shoe Fair, New Washington, 
and Stewart Hotels, Seattle, Wash. 

October 3!-November 3 
NOVEMBER 

lowa Shoe Travelers’ Association, Spring 
Show, Fort Des Moines Hotel, Des 
IOINOS co 5 sence . November 

Ohio Shoe Travelers Club, Spring Shoe 
Show, Deshler-Hilton Hotel, Columbus 

November 8-10 

West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria and 
Biltmore Hotels, Los Angeles 

November 

Travelers Association, 

Show, Parker House, 

November 8-11 


—— 


Statler- 
August 6-7 


7-9 


8-11 
Boston Shoe 
Spring Shoe 
Boston 
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Shoe News 





Shoes to Be Featured 
At Chicago Trade Fair 


CHICAGO—Shoes from a number 
of foreign countries will be included 
in the wide range of imported items 
offered buyers attending the 1959 
Chicago International Trade Fair. 

The fair will be held July 3-18 at 
Navy Pier Exhibition Hall under 
sponsorship of the Chicago Associa- 
ticn of Commerce and Industry. It 
will celebrate the opening of the St. 
Lawrence Seaway and promote Chi- 
cago as a new world port. 

Shoes as well as handbags and 
other accessories will be shown in 
national pavilions of participating 
countries. They will also be exhib- 
ited by importing firms. More than 
150,000 buyers are expected to at- 
tend. The event is being promoted 
to department store and specialty 
shop buyers, buying officials of large 
and small chain organizations and 
individual retailers. 

Italy, France, Switzerland and 
England are expected to be the larg- 
est exhibitors of footwear. How- 
ever, other smaller nations seeking 
to break into this field are also ex- 
pected to show shoes. Slippers and 
footwear novelties will be presented 
by most of the nations of the Far 
East and by many of the smaller 
countries of Europe and the Middle 
East. 


International Shoe Creates 
Division for Retail Sales 


ST. LOUIS—A new division of In- 
ternational Shoe Company, known as 
International Retail Sales division, 
has begun operations. 

Henry H. Rand, president of the 
company, said all of International’s 
retail operations will come under the 
jurisdiction of the division. Ray- 
mond A. Highbarger is its general 
manager. As chief operating officer 
of the division, he assumes full re- 
sponsibility for all designated retail 
operations. He reports to M. R. 
Chambers, vice-president, sales. 

Before joining International, Mr. 
Highbarger was vice-president of 
Nordstrom’s Portland Inc., Portland, 
Ore. His office will be in St. Louis. 
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Attractive Displays plus Goodwill: 
Shoe Store Thrives Despite Town’s Slump 


SALIDA, COLO. — This high 
mountain town has slowly declined 
as railroading disappeared and sil- 
ver, lead, uranium and gold mining 
slumped. But Flory Shoe Company, 
part of a small independent chain, 
continues to be successful. 

The manager, A. P. Mazzuca, a 
native Salidan, has followed this for- 
mula for success: Add an attractive 
store front with new window display 
ideas to a constant effort toward 
goodwill among high school students 
and the other townspeople. 

This past spring, a front - page 
story in Salida’s small daily news- 
paper saluted the store as “beyond a 
doubt, the prettiest store in town, 
visited by people from a 60-mile 
radius.” The only Flory unit in Col- 
orado, the store has a circular dis- 
play window and unusual spring 
window decorations. 


Frequent Painting 
“We paint the window background 
and the store interior at least four 
times a year,” explains Mr. Maz- 
zuca. He points to the newly re- 
decorated walls of columbine blue 
contrasted with California redwood. 
At Christmas time, the manage- 
ment spares neither lighting nor 





If the Nest Fits... 


ot* 


A window display at the Paramount Shoe 
Store, El Monte, Calif., advertises Red 
Goose children's shoes by featuring a 
mechanical goose complete with nest. To 
the staff's surprise, a passing bird flew 
through open doorway, tried on the shoe 
nest for size, found it a perfect fit and 
appropriated it for spring homemaking. 


ideas. Last holiday season, a silvered 
tree appeared to be growing through 
the window to the roof. Shoes were 
sharply accented on white racks 
standing on white fur carpeting be- 
fore a blue background. 

The store emphasizes goodwill by 
sponsoring full-page ads in the local 
paper backing the high school foot- 
ball and basketball teams; by adver- 
tising consistently in the _ school 
newspaper, and by sending birthday 
cards to all customers. As each pur- 
chase is made, the name, address 
and birthday is recorded. 


Displays Are Shifted 

Window and display fixtures are 
moved from one Flory store to an- 
other in Wyoming and Colorado, and 
this policy is considered advanta- 
geous. Flory and Sid Mendicino 
maintain headquarters for their 
Flory stores in Cheyenne, Wyo. 
There is a Flory store in Laramie, 
Wyo., and “Shoe Circle” stores op- 
erate in Cheyenne and Laramie. The 
Salida store was No. 1 in the chain. 
It is also the only shoe store in town. 
(The nearest ones are in Canon City 
and Leadville, both 60 miles away.) 

“Our slogan which we’ve had since 
we opened here in 1945 appeals to 
the customer too,” says Mr. Mazzuca. 
“It’s ‘The customer is always right 
at Flory’s.’ We never quibble with 
him, though we may not agree. Our 
customers come back because they 
know we stand behind our shoes, 
that the service is good and the mer- 
chandise is good.” 

Mr. Mazzuca plays to the tourist 
trade during the summer months, 
specializing in children’s shoes, moc- 
casins, casuals and flats. His lines 
include Florsheim, Roblee, Pedwin 
and LokaMocs for men; Buster 
Brown, Poll Parrot and Scamperoos 
for children; Red Cross, Valentines, 
Natural Poise and Petite Debs for 
women, and Town and Country, 
Datebook, Storybook and Debs in 
flats. 

Before taking over the Flory 
store management here, Mr. Mazzuca 
worked for Mendicino’s in Grand 
Junction, Colo., and Cheyenne. 





Style Show Reveals Teenagers’ Fall Tastes 


DANVILLE, ILL.—A method by 
which retailers can sound out their 
communities as to what shoes teen- 
aged girls would like to buy six 
months later has been successfully 
worked out by a Danville, IIl., store. 

Sholem’s Good Shoes recently 
staged a style show for a specially 
selected board of 25 fashion-con- 
scious junior-class girls, chosen from 
the 26 high schools in the Danville 
trade area. The girls were given 
seats close to an L-shaped runway 
on which a professional model pa- 
raded wearing teenage shoe patterns 
from Town & Country Shoes, Inc.’s 
fall ’59 line. 

Leo Waldron, from the St. 
manufacturer’s division, su- 
pervised the style show. His wife 
acted as commentator. 

All types of fall footwear were 
shown, including dressy 
pumps, flats and casuals on a variety 
of heel heights. Sid Thompson, man- 
ager of Sholem’s, prepared a grading 
chart, a copy of which was given to 
each high school fashion leader. As 
the shoes were modeled, each teen- 
ager marked her card, rating the 


Louis 


sales 


boots, 


shoes from 1 to 10 in appeal. 

According to Mr. Waldron, results 
showed that the patterns which the 
teenagers scored highest were the 
same ones on which Town & Coun- 
try sales representatives were get- 
ting heaviest fall ordering. 

Colors and leathers were explained 
tc the group by Mrs. Waldron, who 
observed that the girls were extreme- 
ly receptive to information. The high 
school juniors showed great interest 
in the reasons for color and reasons 
for style, she said. 

“From the style show,” Mr. Wal- 
dron reported, “the store gleaned 
opinions from the actual buying 
group—the teens themselves. These 
opinions are very helpful to use as a 
yardstick for fall buy.” As a follow- 
up for the event, each of the girls 
present was asked to model shoes at 
Sholem’s on Saturday mornings next 
fall. 

Copies of the fall forecast bulletin 
put out by the Shoe Fashion Board 
of St. Louis were given to the girls, 
along with red Town & Country shoe 
boxes containing cokes, candy and 
brownies. 


Shoe Corp. Receives Award 
For Consumer Magazine Ad 

HUNTINGDON, W. VA.— Shoe 
Corporation of America, which op- 
erates a large chain of retail units 
and leased departments, has been 
honored here by the Advertising 
Federation of America for an ad 
printed in Vogue magazine last 
December. 

The company won a district award 
for the best consumer magazine ad 
of the year. The advertisement was 
one of 305 entries submitted from 
Ohio, Indiana, Kentucky and West 
Virginia. 

The ad, promoting Dream Step 
shoes, pictured a Cupid figure shoot- 
ing an arrow through a pointed-toe 
pump. ‘Ever been taken by a heel?” 
the headline asked. The ad copy 
emphasized the shoe’s unbreakable 
heel and perpetual heel lift. Listed 
below were some of the chains and 
stores at which the shoe was sold. 

Attending the award presentation 
were Robert A. Trau, Clifford Levin 
and Arthur S. Heffner, all of Shoe 
Corporation, and representatives of 
their advertising agency, Byer & 
3owman of Columbus, O. 
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We Offer Quality Jobs, Cancellations | 
and Closeouts in Branded Footwear to 


cancellation 


shoe stores, drive-ins and 
shoe promotion buyers 


Our prices on fine shoes, 
bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


¢ Retail Openings 


Philadelphia’s First Baker’s 
Unit Draws Heavy Traffic 


PHILADELPHIA — The first 
Baker’s QualiCraft Shoes store in 
this city has been opened in the heart 
of the downtown area, at Juniper 
and Chestnut Sts. 

One of 346 Edison Brothers stores, 
the unit features heels priced from 
$7 to $8 and casuals from $4 to $6. 
Shoppers have crowded the store 
since the opening six weeks ago. 

Said General Manager Paul 
Fichiera, “We carry high fashion 
styles and offer them at medium 
prices.” 

The store is 230 feet long. More 
than a hundred fitting chairs are 
served by a platoon of clerks. Done 
in a modern merchandising motif, 
the store is decorated in soft pastel 
shades of cream, peach and fuchsia. 
Noise is tempered by acoustic tile 
ceiling. 

Baker’s carries a full line of 
medium-priced matching accessories. 


National Shoes, Inc., has opened 
its 157th unit and its third in 
Pennsylvania at Allentown’s Park- 
way Shopping Center. Manager is 
Kenneth Crystal, who formerly 
managed a National Shoes unit in 
Middletown, N. J. 

. e e 

Burton’s, Inc., has opened a 
branch store on Main St., Manches- 
ter, Conn., in the same block as the 
company’s main store. The redeco- 
rated, renovated shop, with lines 
for women, girls and boys, occupies 
quarters used by Sloan Bros. Shoes 
until a fire several months ago. 
Edmund Quatrale, who formerly 
managed the Spencer Shoe Store 
in Waterbury, Conn., is manager of 
the new store. 

os e e 

Fair Department Store, Rockford, 
Ill., has installed a self-service op- 
eration with a line of shoes for the 
family, after taking over an ad- 
joining building, opening the inter- 
vening wall and remodeling. The 
store will carry popular-price foot- 
wear and fitting service will be 
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walk in cool, fatigue-free comfort! And... YOU 
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nationwide reputation 


Quality Shoes Since ‘32 
M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Louis 3, Mo 


Sample Rooms: Los Angeles * New York 


given on request. Owner I. Bern- 
stein plans a grand opening July 5. 
> 7 o 
The Factory Shoe Store of 
Youngstown, O., has opened in 
larger quarters at 129 E. Federal 
St. The store now handles a line of 
shoes and rubber footwear for the 
family. 
+ * e 
A new department featuring Red 
Cross shoes has been opened on the 
street floor of Davison’s, in Atlanta. 
The department had _ previously 
been located on an upper floor. The 
section has walnut paneling 
decorated in tangerine 


new 
and 
colors. 


is 
se * a 


Ernie Brewer has opened his 
fourth shoe store in the Phoenix, 
Ariz., area specializing in children’s 
footwear. The new unit, with old- 
fashioned, shaped leaded glass win- 
dows, is in the West Plaza shop- 
ping center. Bill Hardon has been 
shifted from another unit to serve 
as manager. 
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Atlanta Women’s Department Reopens Under Lease 


Open displays of merchandise are featured in new women's department at Muse's, 
Atlanta. It is operated by Bomar Shoe Company of Atlanta. 
ATLANTA — After operating 
without a ladies’ shoe department 
for several months, Muse’s, a prom- 
inent Atlanta clothing department 


store, has returned to the field with 
a new department under lease to 
the Bomar Shoe Company of At- 
lanta. 


BEST FITTING 
Children’s & Teens’ Shoes 
UNDER THE SUN! 


And—they're IN-STOCK ... all 101 of them 
. available for IMMEDIATE DELIVERY! 
Interested? Send for our New catalog 
. it’s free for the asking! 





SADDLE 
OXFORD 


L215 "R-ex"': any gy "Bal," Thomas Heel; 


-?. AAA, 5!/2-10 AA 5-10 A, 4\/>- 10 
Blue/White * 
8!/2-12 A-EEE 

: Blue/White ''Blucher,"' 

12\/o-3 A-EEE 


)uliue Altechul, Que 


117 GRATTAN STREET - 


RED ELK 
OXFORD 


C789: Fringe Tongue— Spring Heel, 8!/2-12, 4 EEE 
K700: Piain Tongue— Spring Heel, 4-6, B-E 
F700: Plain Tongue— Spring Heel, 6'/2-8, é- EEE 


CéI5 ''R-ex"’: 
M6I5 "'R-ex"’ 


‘Blucher,"’ Thomas Heel; 


Thomas Heel; 


BROOKLYN 37, N.Y 


ferry Straight Last Footwear 


CELEBRATING OVER 60 YEARS 
OF FAITHFUL SERVICE 


HY 7-4500 





86 


In a new location, the depart- 
ment is adjacent to junior-size 
ready to wear. The floor is known 
as the “Young Six” and the new 
site has been instrumental in 
bringing in more traffic, according 
to Mrs. Virginia Waddell, manager. 

Previously, the department was 
on. the third floor along with lin- 
gerie and millinery. 

Bomar is featuring a price range 
of from $8.95 to $19.95 in the de- 
partment for the present. If the de- 
mand requires it, a higher price 
line may be added later. 

With a seating capacity of 20, 
the department is located near the 
elevators. It is decorated to blend 
with the other departments on the 
floor but is distinctive enough to 
stand out by itself. 

The colors are varying shades of 
green, beige and mahogany. The 
carpeting is olive green and panels 
on the walls are in green and beige, 
and trimmed with mahogany. 


National Conventions Planned 
By Brown Franchise Stores 


ST. LOUIS—How shoe retailers 
can capitalize on the growth opportu- 
nities expected in the coming years, 
will be the theme of the Brown Shoe 
Company franchise stores’ national 
conventions. They are scheduled for 
June 21-23 in Palo Alto, Calif., and 
July 26-29 in St. Louis. 

The entire convention program has 
been planned to prepare retailers for 
what the shoe firm calls “The Fabu- 
lous ’60’s.” Workshop sessions have 
been planned dealing with such sub- 
jects as marketing opportunities in 
the next five years; the art of fi- 
nancing a future; organization for 
growth and expansion; the shoe store 
of the future; plus a complete session 
on the advantages of being an in- 
dependent shoe retailer. 

Also included will be a workshop 
covering the ramifications of mer- 
chandising for growth. 

At a luncheon during the Palo 
Alto convention, Lloyd W. Nord- 
strom of Nordstrom’s, Inc., Seattle, 
president of the National Shoe Re- 
tailers Association, will speak. 

Dr. Kenneth McFarland, lecturer 
and educational consultant for Gen- 
eral Motors Corporation and the 
American Trucking Association, will 
speak during the Palo Alto sessions. 
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2 Formal Pairs in Wardrobe 
Urged for Men by ‘Playboy’ 


CHICAGO—Addition of two pairs 
of formal shoes to the wardrobe is 
suggested for men by Playboy maga- 
zine. The publication points to in- 
creased enthusiasm for wearing for- 
mal clothes for evenings out and en- 
tertaining at home. 

The fact is emphasized that the 
shoe industry has designed correct 
shoes for formal wear which are 
lighter in weight and trimmer in 
style to complement the lightweight 
fabrics and unpadded, minimum- 
lined jackets and tapered trousers. 

Suggested choices are a pair of 
black patent leather dress oxfords 
and a pair of evening pumps in 
either black polished or dull calf. 


Shoes Eeave for Russia Fair 

NEW YORK—The shoes which 
the U. S. footwear and leather in- 
dustry will display at the Ameri- 
can National Exhibition in Moscow 
have been dispatched to Russia. 
The shoes were shipped aboard the 
Finnish freighter Finnsailor, which 
left New York May 31. 


Retailer Kit Offered in NSI ‘Brown Shapes’ Promotion 


NEW YORK — A merchandising 
and promotional kit for the National 
Shoe Institute’s promotion of “Shoe 
Shapes in Browns” is being offered 
to 2800 U. S. retailers by Vogue 
magazine. 

The magazine’s August 15 issue 
is serving as a basis for the fall pro- 
motion of women’s shoes. The Na- 
tional Shoe Institute announced pre- 
viously that August 13 is the release 
date for use of the promotional ma- 
terial, including window displays, 
streamers, ad copy and newspaper 
and television commentary. 

Copies of a Vogue-NSI brochure 
illustrating the shades of brown pre- 
dicted for fall and winter popularity, 
along with sketches of the “shoe 
shapes,” are available from the Na- 
tional Shoe Institute, 50 Rockefeller 
Plaza, New York 20. 

Another NSI fall promotion 
theme, boots for children, received 
a boost at a Parents’ Magazine fash- 
ion show held in New York last 
month. Some 500 leading merchan- 
dising officials who specialize in chil- 
dren’s wear saw boots in colors rang- 


ing from olive black through moss 
and russet to the new camel and 
gray. 

Desert, chukka, alpine and Faust 
type boots were dramatized by Mrs. 
Beryl Tucker, fashion editor of Par- 
ents’. The relationship of shoes to 
apparel—for example, camel boots 
as a companion to raccoon-collared 
jackets, and black chukkas with 
boys’ black and brown tweeds—was 
demonstrated. 


Department Leased to Wohl 


BINGHAMTON, N. Y.— Sisson 
Brothers-Welden Company’s wo- 
men’s and children’s shoe department 
has been leased to the Wohl Shoe 
Company, St. Louis. The depart- 
ment was operated for more than 20 
years by the Read Shoe Company, 
which has opened a store adjoining 
Sisson’s. William Olvey, who man- 
aged Wohl’s department at Donald- 
son’s, Rochester, Minn., has been ap- 
pointed manager in Binghamton. 
The department has been refur- 
nished with chairs upholstered in 
beige and turquoise plastic. 
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« What's New 
Vulcanized Work Shoes 


Made with Neoprene Soles 


WILMINGTON, DEL.—Soles and 
heels of DuPont-made neoprene are 
being vulcanized as one unit to 
leather uppers without stitching, in 
new work shoes. According to a Du- 
Pont spokesman, the process seals 
the places where water or corrosive 
chemicals might seep in. 

In addition, the construction elim- 
inates the customary filler between 


soles and insoles, removing the cause 
of lumps inside the bottom of the 
shoes. 

Absence of such conventional fea- 
tures as stitching and filler makes 
the soles easier to flex, giving quicker 
break-in, the producers say. Uppers 
are of brown glove leather treated 
with “Quilon” chrome complex to 
repel water and resist chemical at- 
tack. 

The work shoes, with steel box 
toe and heavy steel shank under the 
arch, are being marketed by Record 
Industrial Company, Philadelphia. 
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For the Junior Miss 


Already a “success” in women's sizes, 
this Ripple Sole casual is being introduced 
by Sandler of Boston for the younger sef. 
Promoted for back-to-school wear, the 
shoe is made of smooth leather in red, 
black, gray, Wild Oats and Caramello. 
Sizes 122 to 4; widths A-D. $9.95 at 
retail. 





Leather, Over-the-Stocking 
Styles Join Waterproof Line 

WATERTOWN, MASS.—Two 
leather footwear items for women 
have been added to the 1959 line 
of B. F. Goodrich and Hood water- 
proof footwear, made here by the 
B. F. Goodrich Footwear and Floor- 
ing Company. In both, the leather 
uppers are bonded to one-piece rub- 
ber soles and wedge heels. 

Designed for wear over the stock- 
ing, both styles have gray, deep 
pile linings and both come in two 
colors, black and gray. 

One, the Juneau, has a two-posi- 
tion snap closure which gives a 
snug fit around the ankle, and ad- 
ditional snaps to hold the cuff in 
position when worn turned down. 
The other, the Winnipeg, has a 
slide-fastener closure on the side. 


The Juneau (left) and the Winnipeg are 
leather-uppered, rubber-soled footwear 
items for wear over the stocking. Uppers 
and soles are bonded assuring superior 


waterproof protection. Molded soles 


carry a rope design. 


Boot and Shoe Recorder 





9-Inch Boot for Outdoors 


The Lancer, nine-inch boot for outdoor 
wear, is featured in 90-style collection 
introduced by the Justin Boot Company, 
Fort Worth, Tex. This model is marketed 
as suitable for “everyone from bus driver 
to calf roper."" Ladies’ models are also 
included in Lancer line. Justin's entire 
line is built around companion boots in 
blacks and browns. 





Infants’ Over-Shoe Boot 


MILWAUKEE — A high - styled 
over-the-shoe boot for infants has 
been introduced for fall by Jay- 
Thomas Footwear, here. Named the 
Pram Boot, it has a full zipper up 


the front, mouton cuff collar. It has 
a Naughahyde upper, is fully lined 
and has a cushion crepe sole. It comes 
in black, white or red and is avail- 
able in sizes 5 to 10. 


*‘Exercizer’ Sandals Offered 
To Strengthen Weak Feet 

CHICAGO—Specially constructed 
sandals designed to build up weak 
feet and leg muscles as the wearer 
walks, are being introduced by Dr. 
Scholl’s, here. 

The corrective foot appliance, 
called Dr. Scholl’s Foot Exercizer, 
is intended to be worn for a short 
time each day. The sandals are made 
of highly polished imported hard- 


Dr. Scholl's Foot Exercizer features con- 
toured hardwood platform with raised 
arch support, cupped heel seat. As the 
wearer walks (right) the sandals force 
the toes into a gripping action. which is 
said to exercise and strengthen the foot. 


wood shaped to the foot’s natural 
contours. A molded metatarsal crest 
helps strengthen and_ re-establish 
the natural toe-gripping action. 

Other features include a cupped 
heel seat, cushioned leather straps 
and a non-slip, porous crepe sole to 
make walking noiseless. 

The Foot Exercizers are said to 
relieve and correct arch sag and 
stiffened joints by reactivating and 
relieving strained ligaments. Ac- 
cording to the manufacturer, the 
appliance does not replace arch sup- 
ports but supplements their effective- 
ness. 

Both men’s and women’s sizes are 
offered. Retail price is $9.95. 


Buffer with Foam Cushion 

DETROIT—Lambswool shoe buf- 
fers with a unique foam cushion be- 
tween the buffing surface and the 
base, are being marketed by John C. 
White & Company, here. The buffers, 
which have been supplied to a num- 
ber of major shoe manufacturers, 
carry a dealer’s imprint. They are 
made in various sizes and different 
grades of lambswool. 
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‘Cycle of Open Shoe’ Coming, Miss Osgood Predicts 


NEW YORK—Both art and sci- 
ence must play a part in the design- 
ing and making of shoes in the 
years ahead, said Charline Osgood, 
director of the Kid Leather Guild, at 
her recent presentation at the Plaza 
Hotel. 

That very complex part of the hu- 
man body, the human foot, has been 
studied by the scientist from the 
point of view of chemistry, physics, 
anatomy and physiology, she said. 
On a shopping spree a woman may 
walk as much as eight miles, accord- 
ing to accurate clocking. Each foot 
is flexed 20,000 times, according to 
scientific measurement. 

The first change that is coming in 
shoe designing, according to Miss 
Osgood, will be the beginning of the 
cycle of the open shoe. There will be 
new ways of opening the shoe, she 
indicated. Instead of vertical open- 


ings, there will be horizontal. And 
the new trend will be “from the bot- 
tom of the shoe up” because “we 
walk in this way.” 

Illustrating this idea, Miss Osgood 
showed some shoes of her own design 
which fitted closely around the heel 
seat and the shank. 

They were open and soft on top. 
Heel heights ranged from 2214/8 to 
14/8. The counters were made by 
Proctor Counter Company of St. 
Louis. For the “first time we have 
a fashion shoe which conforms to 
the foot,” said Miss Osgood. 

Illustrating our modern interest in 
folk art, Miss Osgood showed several 
modern Scandinavian examples: a 
textile with the designs adopted 
from a little girl’s playthings; a pot- 
tery jug and a pottery vase. Outlines 
in these and colors and designs were 
simple and appealing. 





John Irving Shoe Corporation 
Lists Executive Promotions 

BOSTON—John Irving Shoe Cor- 
poration, multi-unit retail chain, 
has promoted a number of veteran 
executives to new posts. Joseph P. 
Levy, president and founder, an- 
nounced the changes. 

Herbert Cohen, assistant vice- 
president and buyer of sports, cas- 
uals and slippers, has resigned. His 
plans were not announced. 

Norman Nelson, formerly assis- 
tant vice-president and buyer of 
novelty shoes, has become vice-pres- 
ident and executive buyer. He will 
supervise all shoe buying activities. 
Benjamin Leopold, former assistant 
VP and merchandise director, was 
promoted to vice-president. He will 
continue as supervisor of all chain 


merchandising activities. 

Leonard White, formerly asso- 
ciate novelty shoe buyer, is now as- 
sistant vice-president and novelty 
shoe buyer. Charles Gilbert has 
been named assistant vice-president 
and will continue as buyer and mer- 
chandiser of promotional footwear. 

Bart Morrison, assistant VP and 
buyer of children’s and rubber foot- 
wear, has assumed additional buy- 
ing duties in sport and slipper cate- 
gories. James Navarro, former as- 
sociate buyer for casuals, sports 
and slippers, has been named buyer 
of casual shoes. 

Marvin Caplan has been ap- 
pointed associate buyer, assisting 
Mr. Morrison in all phases of his 
buying activities. Robert Rabb has 
been named associate buyer to as- 
sist Mr. Gilbert. 


e Financial 


Genesco Earnings per Share 
Rise 38% for 6-Month Period 


NASHVILLE, TENN.—A 38 per 
cent increase in per-share earnings 
was reported by Genesco, Inc., for 
the six months ended April 30, in 
comparison with the same period 
last year. 

Net sales for the six months to- 
taled $124.2 million, a 15 per cent 
increase over the corresponding fig- 
ure of $108.3 million. Genesco of- 
ficials said the gain compares with 
an 8.5 per cent increase in sales for 
the shoe industry as a whole. 

Earnings, meanwhile, were $1.06 
per share as compared with 77 cents 
a share in the earlier six-month pe- 
riod. Total net earnings amounted 
to $3,110,000 as against $2,353,000. 

“While concentrating on sales and 
production, we also are working on 
expansion and acquisition,” com- 
mented W. Maxey Jarman, Genesco 
chairman. 


Julian & Kokenge Shipments 
Up 15%; Fall Orders Ahead 


COLUMBUS, O.—A 15 per cent 
increase in shipments for the six 
months ended April 30, in compari- 
son with the year before, was re- 
ported by The Julian & Kokenge 
Company. President Herbert Lape, 
Jr., said the shipments totaled $4,- 
081,452 as compared with $3,544,- 
757. 

Orders booked for the fall season 
are running 28 per cent ahead of last 
year, Mr. Lape added. The company, 
which manufactures young women’s 
footwear, declared a regular quar- 
terly dividend of 25 cents a share, 
payable June 15 to stockholders of 
record June 1. 
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© Obituaries 


Frank Hartnett Dies at 66; 
Founder of Tanning Firm 


PEPPERELL, MASS.—Frank H. 
Hartnett, 66, founder of the Hart- 
nett Tanning Company of Ayer, 
Mass., died May 29 at a Fitchburg, 
Mass., hospital following a long ill- 
ness. He had retired as president 
of the company several years ago 
but remained on the board of direc- 
tors. 

Mr. Hartnett founded the com- 
pany in 1944 and a year later 
started a profit-sharing plan which 
has distributed nearly $1,500,000 to 
the company employees during the 
last 13 years. 

Born in Salem, Mass., he attended 
the Pratt Institute of Leather Tan- 
ning in Brooklyn, and engaged in 
the tanning industry in the Salem- 
Peabody area for many years before 
organizing his own company. 

Surviving are three sons, Francis 
J., of Pepperell, and Thomas and 
John Hartnett of Groton, Mass. 


WYREWOOD S. THOMAS, 67, 
who retired April 1 as a sales rep- 
resentative for U. S. Shoe Corpora- 


tion, died May 20 at Scranton, Pa. 
He was a past president of the 
Middle Atlantic Shoe Travelers’ 
Association. Active in politics, he 
once ran for Mayor of Scranton 
and was defeated. 


ARNOLD J. DUQUIN, 64, opera- 
tor of the Family Shoe Store in Buf- 
falo, N. Y., for 29 years, died May 
16. Before opening his own business, 
Mr. Duquin was associated with the 
Forsythe Shoe Stores in Buffalo for 
about 15 years. He was a member 
of the Greater Buffalo Retail Shoe 
Merchants Association. His wife, 
three sons and two daughters sur- 
vive. 


LLOYD G. HILL, 66, a long-time 
Spokane, Wash., shoe merchant, died 
at his home last month after a long 
illness. He was a son of the late 
George Hill, a founder of Hill’s Shoe 
Store in 1892, and had joined his 
father in the shoe business shortly 
before World War I. Mr. Hill served 
in that war and was twice deco- 
rated. Surviving are his widow, Bes- 
sie; a son, George; a daughter, Mrs. 
Vincente P. Gregg, Jr., a sister, 
Mrs. Noel Thompson, and five 
grandchildren. 
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Large 1960 Color Line 
Unveiled by Allied Kid 


ST. LOUIS—“At a time when 
silhouette changes are not drastic 
and when prices are high, a well- 
rounded color line offers the top 
potential for selling footwear.” So 
stated Helene O’Hara, fashion di- 
rector of Allied Kid Company, in 
making her spring-summer presen- 
tation here. 

While unveiling a color line that 
literally covers the rainbow, Miss 
O’Hara said that certain color 
themes and design ideas will re- 
ceive greater emphasis due to a re- 
vival of some time-favored fashions 
in apparel. 

The return of navy as a spring- 
time favorite for Easter suits, coats 
and dresses reflects, for one, the 
need for Flight Blue footwear, the 
stylist pointed out. Shirtwaist 
dresses and tailored suits call for 
spectators—lightly styled and exe- 
cuted in such duos as white with 
black or blue or red; Spectator Tan 
with Cologne or Far Eastern Beige, 
or Foam Peach or High Tide Gray. 


The classical mood also casts favor 
on two old favorites from the color 
wheel, pastel pink and pastel blue. 

With the strong revival of the 
Americana in fashion and the re- 
turn of blue to spring prominence, 
the combination of blue with white 
and red also is anticipated. Two 
star additions to the American flag 
give this combination merit. 


Flag Colors Promotional 

In fact, flag colors offer a 
strong promotional theme, says Miss 
O’Hara. In addition to red, white 
and blue, she combined Fiacre Red, 
white and black; Signal Red, white 
and Gay Green; and Merry Orange, 
white and Candid Blue. 

Color allies, apart from flag com- 
binations and spectator duos, ex- 
tend to ombres and multis. A beige 
blending combines Cottonwood, 
Nougat and Spectator Tan; a green 
melting from Pernod Mist, Foam 
and Gay; and a blue blending... 
Foam, Haze and Comet. 

Multis are both pastel and bright 
—in four, five or more colors. A 
gay grouping is Fiacre Red, Blithe 
Blue, Foam Yellow and Gay Green. 


In a more subtle grouping are the 
hazy shades of pink, blue, green 
and beige. Multi-color combina- 
tions are cited for button trims and 
stripping effects. 

To simplify her presentation, 
Miss O’Hara broke the colors into 
these categories: black patent, 
white, Flight Blue, Cottonwood, 
Meerschaum, Far Eastern Beige 
and Spectator Tan, Pheasant 
Brown, Low Tide Gray and Gun- 
metal—all fundamental to the new 
season ahead. 

For high fashion, she offered 
these color-minus neutrals: Co- 
logne, a creamy beige; Essence, a 
kind of “no color’; and High Tide 
Gray, a clearer, lighter shade than 
Low Tide. Color-plus neutrals in- 
cluded a group of hazy colors in 
pink, blue, green and beige. 

In addition, Miss O’Hara offered 
a group of sparkling pastels with 
some white in them, thus giving a 
foamy appearance to pink, blue, 
peach, yellow, green, lilac and 
Pernod Mist. These are slated for 
resort and summer promotion 
along with a limited group of 

(CONTINUED ON PAGE 100) 
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Shoe Union Charges: 
Higher Prices No Help 
To Wages or Profits 


BOSTON—Recent shoe price in- 
creases have simply covered higher 
leather costs and have failed to pro- 
vide for higher wages or profits, a 
union executive has complained. 

“The shoe industry will probably 
find it has leaped from the frying 
pan into the fire,’ declared John J. 
Mara, president of the Boot and Shoe 
Workers’ Union, AFL-CIO. He said 
the increased cost of shoes directly 
reflects cattle raisers’ decisions to 
keep herds fattening on the ranges, 
thus creating a hide scarcity. 

Until this situation occurred, Mr. 
Mara said, hide, leather and shoe 
prices had stayed “comparatively 
stable” in recent years. 

“Labor costs, penny-by-penny 
wage boosts, took the blame for 
whatever small price increases were 
shown in shoes,” he charged. “Now, 
in one drastic hide price jump, shoes 
have fallen into the same realistic 
price box with other consumer prod- 
ucts. And the shoe industry has had 
to switch from labor, its traditional 
whipping boy in the matter of price 
boosts, to one it is powerless to con- 
trol, the hide supply.” 

Despite higher prices for footwear, 
nobody will gain except the cattle- 
man, Mr. Mara said. Attacking the 
industry’s pricing policies, he 
charged, “Failure to ask and get a 
fair price for a product helps no one, 
least of all the consumer, for a losing 
business makes no contribution to 
the economy.” 

The union president predicted that 
30 per cent of all shoe manufacturers 
will “continue showing either op- 
erating losses or no profits.” 


N. Y. Travelers Plan Picnic 
NEW YORK—A family picnic, 
including a beach party, swimming 
and games, will be sponsored by 
the Boot and Shoe Travelers’ As- 
sociation of New York, Thursday, 
July 23, at Gilgo Beach, L. I. In the 
evening, the group will attend a 
performance of “Song of Norway” 
at Jones Beach Marine Theatre. 
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Brown Asks Dismissal of Anti-Trust Suit 


By VIRGINIA MARSHALL 


ST. LOUIS—“The merger of 
Brown Shoe Company and G. R. 
Kinney Company did not violate 
Section 7 of the Clayton Act, and 
the complaint should be dismissed.” 
These are the concluding words of 
Brown’s 387-page brief-after-trial 
now on file with the U. S. District 
Court here. 

The brief is another phase in the 
lengthy anti-trust litigation. 

To back up its contention that 
the suit should be dismissed, the 
Brown brief reviews for Judge 
Randolph H. Weber the many 
facets of the situation which the 
shoe firm has presented during 
trial. These are intended to show 
that the merger “will not substan- 
tially lessen competition or tend to 
create a monopoly at any level in 
the shoe industry.” 

The brief also answers Govern- 
ment charges on a variety of 
scores. 


Brown’s principal business, the 
brief states, is the manufacturing 
of branded shoes and the selling of 
shoes at retail in the medium price 
field in downtown areas. Kinney’s 
principal business is the sale of 
popular price shoes in family shoe 
stores, many of them in suburban 
areas. Charts and graphs included 
in the brief dramatize what are 
alleged to be the relatively insig- 
nificant areas of overlap in the re- 
tail business of the two companies. 

Brown and Kinney do not com- 


pete as retailers, the brief con- 
tends, since there is a wide differ- 
ence in the “product mix.” Tables 
are included as striking evidence 
that Brown and Kinney operate in 
different price sections of the market. 

Brown’s brief further claims that 
the Government has confused the 
ultimate issue on many of its com- 
parisons. The areas of effective 
competition, it is asserted, are de- 
fined by “economic reality,” not by 
political boundaries such as city or 
state lines. 

The post-trial brief claims the 
Government has produced no evi- 
dence of any competitive injury as 
the result of the Brown-Kinney 
merger. Brown and Kinney do not 
compete as manufacturers. 

Reason for the merger, as out- 
lined in the brief, is this: “The ac- 
quisition of Kinney gave Brown an 
opportunity to diversify its invest- 
ment into the lower price retail 
shoe field, Kinney’s field, in order 
to get a greater factor of safety to 
its earnings.” The Kinney stores 
thus acquired brought Brown Shoe 
Company immediately into the 
shopping center field of operation. 

The merger of the two firms was 
carried out May 1, 1956, with a 
court order calling for operation 
of the two as separate businesses 
pending outcome of the anti-trust 
charges brought by the Govern- 
ment. 

Brown’s post-trial brief was filed 
late in May. The Government had 
until June 15 to file an answer. 





Molded Shoe Firm Denies 


WASHINGTON, D. C. — Murray 
Space Shoe Corporation has denied 
government charges of false adver- 
tising and illegal exclusive dealing. 
The charges were brought by the 
Federal Trade Commission. 

Murray specializes in molded shoes 
which are custom-made on plaster 
casts of customers’ feet. Offices are 
at Bridgeport, Conn. 

In response to the government’s 
contention that some _ advertised 
claims are “false and misleading,” 
the firm states that all its statements 
are true and its advertisements have 
“contained no material misstate- 


Trade Commission Charges 


ments of fact and are not in any 
manner false advertisements.” 

As for the government’s other 
charge of illegal exclusive dealing, 
the company says it necessarily re- 
quires its dealers to omit dealing 
in competitive shoes “which can be 
passed off as respondents’ shoes.” 
These restrictions “are reasonable 
and necessary for the protection of 
their goodwill and trademarks.” 

Murray’s annual sales were es- 
timated at 8000 pairs or less in 1958. 

The next move in the legal battle is 
up to the FTC. 





Paul Swaffield Retires 


As Goodrich Executive 


WATERTOWN, MASS. 
Swaffield, manager of advertising 
for the B. F. Goodrich Footwear and 
Flooring Company for the last 29 
years, retired June 1. 

Following a vacation in New 
Hampshire he plans to return to 
Boston to act as a consultant on ad- 
vertising, sales promotion, merchan- 
dising and market research. 

Mr. Swaffield graduated from 
Brown University in 1916 and served 
in World War I. Later he was a 
teacher and coached all sports in the 
school system of Leominster, Mass., 
until 1923, when he joined the Hood 
Rubber Company, now Goodrich 
Footwear and Flooring. 

Starting in the methods depart- 
ment of the factory, he became suc- 
cessively manager of athletic foot- 
wear sales and manager of sales pro- 
motion. As manager of advertising, 
he directed the advertising activities 
of all departments at Watertown: 
footwear, flooring, industrial gloves, 
molded products, materials 
and export. 

Mr. Swaffield has earned an envi- 
able reputation as an authority on 
advertising, sales promotion and 
marketing subjects. He is an experi- 
enced public speaker and, in addition 
to lecturing in schools and colleges, 
he has written many articles on vari- 
ous phases of advertising, as well as 
fiction for magazines. 

He is a two-term past president of 
the Advertising Club of Boston and 
a member of The Association of Na- 
tional Advertisers. 

For over 30 years, most in- 
teresting hobby was_ refereeing 
major college football games, such 
as bowl games, Army-Navy, Har- 
vard-Yale, Boston College-Holy 
Cross, Army-Pittsburgh, Dartmouth- 
Yale and hundreds of others. 
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Leather and Allied Trades 
Group Chooses Officers 


MILWAUKEE veather and 
Allied Trades Associates, a social, 
benevolent and educational organi- 
zation, has elected Harry Batch- 
elder, Sr., as president and Mark 
Winzek as vice-president. Edward 
Wenzel remains secretary and trea- 
surer. 

New directors are Mr. Wenzel, 
Milton Frauendorfer and Joseph 
Kiehl. Retiring from the board are 
Charles Loughrey and Rod Kilham. 

Other directors serving for 1959 
are C. P. (Bud) Gage, Paul Oest- 
reich and Paul Klein. 


Central Pennsylvania Outing 
And Golf Slated for June 18 


READING, PA. — The Central 
Pennsylvania Shoe and Leather As- 
sociation will hold its annual spring 
outing and golf tournament for 
members and guests, June 18 at 
Hanover Country Club, Abbottstown, 
Pa., 15 miles west of York. Gene 
Dellinger, acting secretary, P. O. 
Box 296, Reading, is in charge of 
reservations. 
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Riedell Athletic Shoe Firm 
Constructs $200,000 Plant 


RED WING, MINN. — Riedell 
Shoes, Inc., manufacturer of ath- 
letic footwear, has broken ground 
for a modern $200,000 plant near 
here. The firm recently added a 
bowling shoe to its line. 

The 24,000-square-foot building is 
the first structure to be built in this 
city’s 13l-acre industrial park three 
miles west of Red Wing. 

The new quarters, on five acres of 
ground, will give the firm four times 
the plant space it presently occupies 
in downtown Red Wing, according to 
Paul F. Riedell, president. Comple- 
tion is scheduled for about August 1. 

The move was made necessary, 
Mr. Riedell said, by stepped-up or- 
ders throughout the country for the 
firm’s ice skating and roller skating 
boots and by anticipated orders for 
the new bowling shoe. It is being in- 
troduced this month. The shoe will 
be sold only through bowling estab- 
lishments. 

The new building will permit a 
production increase from 350 to 1000 
pairs of shoes daily, according to 
Fred Wichlacz, plant manager. 
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Vulean Corp. Arkansas Plant 
To Produce Wooden Lasts 


CINCINNATI, O.—A new plant 
making wooden lasts for the shoe 
industry will be set up by Vulcan 
Corporation at Walnut Ridge, Ark. 

The plant will be the Cincinnati 
firm’s 13th production facility and 
the latest phase in a current expan- 
sion program. In April the company 
opened an injection molding plant 
which manufactures plastic heels at 
Portsmouth, O. 

At Walnut Ridge, the corporation 
has negotiated a 15-year lease-pur- 
chase agreement with the local 
Chamber of Commerce for a new 
building constructed to Vulcan’s op- 
erational requirements. Production 
is expected to start about October 1 
in the 27,000-square-foot structure. 

The new factory will permit manu- 
facture of twice as many shoe lasts 
as are now being made at Vulcan’s 
St. Louis plant. According to Joseph 
B. Reynolds, president, a style and 
model center will be maintained in 
St. Louis and present production fa- 
cilities will be converted into a last 
remodeling plant. 


‘210’ Schedules Golf Tourneys at Boston and St. Louis 


BOSTON—The 210 Associates, in- 
dustry philanthropic group, will hold 
its annual golf tournaments in Bos- 
ton on June 24 and St. Louis on July 
21. 

The Eastern Division tourney will 
be an all-day affair at the Blue Hills 
Country Club, Canton, Mass., and 
will be open only to men engaged in 
the shoe, leather and allied trades. 

Low net winners in these cate- 
gories will be awarded silver bowls. 
Low gross winner will receive a large 
Paul Revere bowl. In addition, 80 
prizes will be awarded in a special 
Shawnee tournament. 

The committee in charge of the 
tournament is headed by Joseph Set- 
tino of Continental Textile Company. 
Other members include F. Keats 
Boyd, B. A. Corbin Company; Her- 
bert Andorsky, Gold Seal Rubber 
Company, and Benjamin Engleman, 
Gilbert Freeman, Inc. 

Plans for the Western Division 
tourney were also announced. 

The St. Louis chapter of “210” 
will sponsor its fifth annual golf 
tournament and outing at Norwood 
Hills Country Club. General chair- 





men are Gene Frenzel of Tobin- 
Hamilton Shoe Company and Stanley 
Olshwanger of Stanley Shoe Corpo- 
ration. Activities will include bridge, 
gin rummy, horseshoes, softball and 
cork ball as well as golf. 

A number of prizes will be pre- 
sented. Golf awards will again fea- 
ture a silver Paul Revere bowl do- 
nated by Cooney-Weiss. A similar 
bowl from P. Clayman & Sons, Inc., 
will go to the low-net golf winner. 
Other golf prizes are planned for 
hole-in-one, blind hole, longest 
drive, lowest number of putts and 
additional events. 

A steak dinner will be served. 

Committee members include Albert 
Shank, Wohl Shoe Company; Robert 
Lundahl, Midland Shoe Company; 
Ralph Tucker, Omega Shoe Com- 
pany; Bert Fleeman, Brown Shoe 
Company; John Hill, International 
Shoe Company; Don Wilkerson, 
Tobin-Hamilton Shoe Company; Joe 
Schneider, Schneider Shoe Company; 
Duane Martin, Delmar Shoe Com- 
pany. 

The St. Louis chapter is one of 
the most active in “210.” 
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THOMAS P. BROWN 
Retiring Treasurer 


MAX LUBIN 
Sales Manager 


Retiring... 


Thomas P. Brown, from B. F. 
Goodrich Footwear and Flooring 
Company, Watertown, Mass., where 
he has been treasurer since 1954. 
He joined the accounting depart- 
ment of Hood Rubber Company in 
1909 and, when Hood merged with 
Goodrich, became manager of ac- 
counting. Later he was assistant 
treasurer of Hood Rubber and as- 
sistant secretary of The B. F. Good- 
rich Company. His retirement is 
effective July 1. 


Appointed... 


H. C. (Hal) Templeton, as general 
manager of the House of Crosby 
Square, division of Mid-States Shoe 
Company, Milwaukee. Formerly 
with Florsheim Shoe Company for 
12 years, he was largely responsible 
for analyzing market trends and 
coordinating design and manufac- 
turing with the trends. 

Clifford S. Farmer, as treasurer 
of B. F. Goodrich Footwear and 
Flooring Company, Watertown, 
Mass., succeeding Thomas P. Brown. 
He joined Goodrich in 1939 and in 
1957 became assistant controller of 
The B. F. Goodrich Company, Ak- 
ron, O. 

Max Lubin, as national sales 
manager for Riedell Shoes, Inc., 
Red Wing, Minn., makers of ath- 
letic footwear. His offices are in 
Newton, Mass. 

George B. Davis and William J. 
Glick, as sales representatives for 
Desco Shoe Corporation, New York. 
Mr. Davis will cover North and 
South Carolina and Georgia. Mr. 
Glick will travel Indiana, Missouri 
and all of Illinois except Chicago. 

John H. Dow, as sales represen- 


96 


MELVIN CHERVITZ 
Named by Valley 


CHARLES McKINNEY 
Joins R,JER 


tative for Easy Walker Shoe Com- 
pany, Wilkes-Barre, Pa., makers of 
popular-priced casuals. He _ will 
cover Illinois. 

Saul Beker, as sales representa- 
tive for Blue Bonnet Shoe Com- 
pany, Lawrence, Mass., makers of 
children’s and teenage lines. He 
will cover the metropolitan New 
York area. He was formerly with 
the Friendly Shoe division of 
Genesco. 

Charles W. McKinney, as sales 
representative for Roberts, John- 
son and Rand division, Interna- 
tional Shoe Company, St. Louis. He 
will cover southern Texas, with 
headquarters in Austin and sample 
rooms at San Antonio’s Crockett 
Hotel. He replaces Keith Kux- 
hausen, who returns to St. Louis 
for reassignment to another terri- 
tory. 

Melvin Chervitz, as a member of 
the staff of Valley Shoe Corpora- 
tion, St. Louis, handling advertis- 
ing, sales promotion and customer 
relations. He succeeds Ruth Kiump, 
who resigned to be married. 

Lucien E. Guilbert, as designer 
for Johnson, Stephens and Shinkle 
Shoe Company, St. Louis. He will 
style the firm’s newly acquired 
Matrix comfort shoe line as well 
as Lullaby casuals and Rhythm 
Step dress shoes. Formerly with 
Palizzio, Inc., he fills the vacancy 
created several months ago when 
Gene Wedbush resigned. 

Lester Porter, as merchandise 
manager of I. Miller Salons, New 
York. He succeeds Benjamin Dryer, 
who resigned. 

Harold H. Barrett, as superinten- 
dent of Walter L. Johnson Com- 
pany, Inc., Endicott, N. Y., an Endi- 
cott Johnson Corporation subsidi- 


HARRY C. INGLES 
At T. W. Gardiner 


JAMES KEEFE, JR. 
New Product Post 


ary making welting. He succeeds 
Ralph L. Robbins, who will retire 
soon. 

Harry C. Ingles, as sales repre- 
sentative in New England and New 
York state for the T. W. Gardiner 
Branch, United Last Division, 
United Shoe Machinery Corpora- 
tion. He entered the last business 
in 1933. 

Dr. Reuben Henrich, as director 
of tanning and product develop- 
ment for Hiteman Leather Com- 
pany, Inc., West Winfield, N. Y. He 
is president-elect of the American 
Leather Chemists’ Association. 

Armand S. Bennett, as sales rep- 
resentative for the Florida Tan- 
ning & Sponge Company, Tarpon 
Springs, Fla., alligator tanners. Mr. 
Bennett, who maintains offices in 
New York City, also represents 
Carl Antholz, Newark, N. J., tan- 
ners of lizards and snakeskins. 

Earl W. Kowalka, as controller 
of the Textileather division of Gen- 
eral Tire & Rubber Company, To- 
ledo, O. He succeeds William F. 
Webb, who retired. 

James T. Keefe, Jr., as new 
product development manager in 
the Battery, Polyfibron and Textile 
division of Dewey and Almy 
Chemical division, W. R. Grace & 
Company, Cambridge, Mass. 

B. J. (Ben) Sweeney, as sales and 
merchandising manager for Crown 
Products, St. Louis, which special- 
izes in the fabrication and distribu- 
tion of foam rubber and allied prod- 
ucts. 

Bob Amick and Milton Meyers, 
as sales representatives for Trimfit 
Hosiery Mills, New York. Mr. 
Amick, of Indianapolis, will cover 
Indiana and northern Kentucky. 
Mr. Meyers will cover Chicago’s 
suburbs and northern Illinois. 
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Nylon Velvet Catches On 
For Children, Teenagers 


NEW YORK — Nylon velvet is 
playing a big part in children’s and 
teenagers’ shoes this fall. It is be- 
ing used in all types from little 
school and play oxfords to dressed- 
up party straps and pumps. 

Officials of the Martin Fabrics 
Corporation say the material ‘“‘be- 
gan to roll” a year ago in children’s 
and teenagers’ footwear and now, 
for fall 1959, it is gathering mo- 
mentum rapidly. It is considered 
practical and cleanable. 

In colors, black accounts for 
about 80 per cent of total sales. Fol- 
lowing black are a slate gray, two 
reds—a Basque and a brighter red, 
both good—and two browns, both 
golden in tone but the darker shade 
the better. Dark horse for this fall 
is a gentian blue, in the royal fam- 
ily. It is better than navy, the Mar- 
tin firm says. 

Metallic threads, both silver and 
gold, are being offered. The red 
with gold thread is proving popular 
for children’s shoes. An iridescent 
nylon velvet looks like a good style 
idea for women’s shoes. 

All the nylon velvet from Martin 
Fabrics has two backings—a cotton 
drill and then a rayon faille. Latex 
cement is used as the binder in both 
instances. This treatment enables 
shoe manufacturers to handle the 
material as easily as leather, ac- 
cording to Martin officials. 


Ohio Leather to Show Resort 
And Spring Line in Boston 

NEW YORK—Miss Naomi Sloan, 
color and fashion director for The 
Ohio Leather Company, will show 
the company’s new leathers for re- 
sort and spring, 1960, at the Hotel 
Sheraton Plaza in Boston, June 17- 
18 by appointment. 

Miss Sloan has been visiting St. 
Louis, Cincinnati and Lynchburg, 
Va., with the new colors. 


Midwest Travelers’ Outing 


CHICAGO —A record crowd of 
both shoe retailers and shoe travel- 
ers is expected to attend the 10th 
annual golf outing and dinner dance 
of the Midwest Shoe Travelers’ As- 
sociation. The event will be held 
Tuesday, July 14, at Itasca Country 
Club, Itasca, Ill. There will be a 
wide selection of trophies and prizes. 
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IMPORTED SHOES 


BOX HANDLERS 








GENUINE 


ro I 


MADE Fem 4 SOLD 
°BY. 


Mercantile INTERNATIONAL 


1133 Broadway N.Y C. 10 OR 5-8390 





ORTHOPEDIC FOOTWEAR 
TARSO PRONATOR SHOES® 


—for club feet— 

. prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 

Made and distributed only by: 


| Maurice J. Markell Shoe Co., Inc. 


| 332 South Broadway ° Yonkers, N. Y 


RUBBER FOOTWEAR 














most flexible, 
coolest on 








Morris Joffe of Fleming-Joffe, 
Ltd., New York leather firm, was 
honored by the hide, skin and 
leather industry division of the 
United Jewish Appeal of Greater 


New York at its annual dinner re- 


cently. 








QUICKER LONG ARM* 


The efficient box hondter 
QUICKER, EASIER, SAFER 
Than 


“Trede Mert ! 


Your 


LEGS 


Long Arms get the shoes 
from the high shelves | 
before you can ‘'leg it'' 

to a ladder or stool. No 
climbing, no falls, no energy nor Poy wasted. 
Long Arms with handles 24''. 36'' 60"' $3.50, 
with 72" handles $4.50. Post ‘oad in USA. 
Specify handle length desired and if for men's 
or women's boxes. Satisfaction guaranteed. 
Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


JOBS 


Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
B A R | S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N. Y¥.7 + WO 2.5180 











Patented 











For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Fectuear 
MOSINGER-COHN 


1235 Washington, St. Louis 3, Mo 








Circular Display F eatured at Trimfoot Sample Room 


Infants’ and chil- 
dren's shoes are dis- 
played on palettes 
along circular wall 
in sample room at 
the Trimfoot Com- 
pany's new show- 
room and office, 112 
West 34th St., New 
York. Valance over- 
hanging the display 
is done in shades of 
pink, rose and cream. 
The company, which 
manufactures Baby 
Deer shoes, formerly 
had a showroom in 
the Marbridge Build- 
ing to serve the New 
York market. 








LIA to Promote Leather Shoes in Magazine Campaign 


NEW YORK — Leather footwear 
for men, women and children will be 
promoted by Leather Industries of 
America in a series of national mag- 
azine advertisements during the fall 
and winter. 

Four double-page ads, each in full 
color, are scheduled. Built around 
the theme of each ad will be a com- 
prehensive kit of display and promo- 
tional materials. These are available 
free to shoe stores and departments 
requesting them. 

LIA’s ads will stress the “fashion 
leadership and value” of American 
leather footwear. Leading national 
brands will tie in with the “Ameri- 
can Leathers” theme in ads and pro- 
motion. For retailers, these manu- 
facturers will supply merchandising 
packages incorporating LIA mate- 
rial. 

Details of the four promotions: 

© Women’s: A two-page spread in 





C. F. Van Pelt, president of the 
Fred Rueping Leather Company, 
Fond du Lac, Wis., has been re- 
elected president of the Wisconsin 
Manufacturers’ Association. 


Jilahst 
QUALITY 
shoe trees... 


the August 15 Vogue magazine will 
be headlined “The Hues in Shoes Are 
Brown—More Beautiful in American 
Leathers.” This will tie in with the 
shoe industry promotion of “Shoe 
Shapes in Browns,” which is using 
Vogue as a springboard. 

® Children’s: The September Par- 
ents’ Magazine will carry an ad head- 
lined “All-Leather Shoes to Fit the 
Occasion.” Idea is to sell a wardrobe 
of leather footwear for various oc- 
casions. Boots for play, an oxford 
for school, and high-style models for 
partygoing will be shown. 

® Men’s: “American Continental” 
will be the theme of a two-page 
spread in the November Esquire, 
featuring the “more shoe” American 
Continental styles against a _ back- 
ground comprising a U. S. map com- 
posed of panels of important fall 
leather colors. 

In the December McCall's LIA will 
continue a long-range campaign to 
sell “extra” pairs of men’s shoes as 
gifts. The ad will be headlined “Dad 
Can Really Use Them .. . Dad Will 
Really Love Them . . . Shoes for 
Christmas.” 


Textileather Starts Expansion 
Of Vinyl-Making Facilities 

TOLEDO, 0.—A giant, high-speed 
calender permitting production of 
finished vinyl materials in widths up 
to 84 inches will be installed by the 
Textileather division of The General 
Tire & Rubber Company. The ma- 
chine is part of a $1 million expan- 
sion program announced by Jules D. 
Lippmann, general manager. 

Construction work has started, 
with the calender slated for installa- 
tion about mid-August. The work is 
due to be finished late this fall. 

The calender is capable of produc- 
ing unsupported sheetings, lami- 
nated vinyl materials, and semi-rigid 
and rigid plastics. 

The one-story cement block build- 
ing now being built will have a high 
roof level to house the 20-foot cal- 
ender. 


Kivie Kaplan, president and gen- 
eral manager of the Hartnett 
Tanning Company of Ayer, Mass., 
addressed the members of the com- 
pany’s bowling league at their an- 
unal banquet in Shirley, Mass., re- 
cently. 





fine leathers 


styled for every shoe 


FITALL . .. styled for 
sales, priced for profit 
and sized for men's, 
women's....and 
children's shoes. 


Order your Fitall Shoe 
Trees today. Suggest- 
ed Retail from $2.25 


ng Company 


et, Boston ll, Mass. 

















IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 
possible moment. 


When ordering change, 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 


INCLUDE IM- 


please 








Boot and Shoe Recorder 





Classified and Want Ads 


SIDELINESALESMANWTD.  SIDELINESALESMAN WTD. | WANTED TO PURCHASE 


CHILDREN’S SHOE STORE OR DE- 
PARTMENT, Volume $85,000 or better. Pre- 
fer Southern California. Must be well estab- 


Small side line a show record of growth. Reply to 


Boot AND SHOE Recorper, Chestnut 
ith 














& 56th Streets, Philadelphia 39, Penna. 





SALESMEN WANTED 





BIG EXTRA-INCOME POTENTIAL 





PENNA. — DELAWARE — NEW JERSEY SALESMAN 
FOR SIDELINE, ALL NYLON MEDICAL SUPPORT 
A new kind of men’s casual utilizing a new kind of construction process, poe poe ot ga AND ECONOMY 
offers a terrific new opportunity to supplement your income. About a m ; 
dozen samples—a $6.95-8.95 volume price line, a liberal commission policy Reply to Box 541, BOOT & SHOE RECORDER 
A : i ~ Chestnut & 56th Streets, Philadelphia 39, Pa. 
and a never-before kind of comfort and styling combine to make this the 
kind of opportunity you can’t afford to pass. For complete information mat veieiaiatitest: inabtie tueimemeinin. rs 
al ° . , . XPE =NCED § * SALESMEN: 
write, stating experience, present lines and territory covered, to Mr. Robert standing Opportunity for men with road pela 
Selig, Viscount Shoes, Inc., 95 Bridge St., Lowell, Mass. ence to represent Nationally-known in-stock Line 
of Men’s and Children’s. Extremely competitive. 
All replies confidential. Territories open: West 
Virginia, Pennsylvania, Indiana, Illinois, Mich- 
igan, Nebraska, Ohio. Reply to Box 554, Boor 


SIDELINE SALESMEM WANTED TO | jf. [208 Rectan, Chocteet & S06 Sweets, 
CARRY FACTORY INSTOCK LINE of Pop- ae a Tee 


| ular Priced Men’s and Boys’ Goodyear Welts, 
| Maryland, D. C., Northern Virginia. State your 
e | qualifications. Replies confidential. Reply to Box 
We tan l . f id | 551, Boor anp SHoe Recorper, Chestnut & 56th MANUFACTURER OF JACK & JILL 
e e sev » streets. Phi ig Jenna 
eral openings for side | Streets, Philadelphia 39, Penna. Children’s Welts, including Line of Growing Girls’ 


line representatives for our won- | Welts and Nurses’ Oxfords has exceptional oppor- 


. A | tunity for aggressive salesmen. Territories: Ohio, 
derful line of open-stock, in-stock, Kentucky, Indiana, IIinois, Wisconsin, Minnesota, 


low-priced Juvenile Footwear. All SALESMEN AND AGENTS ee eS ee 
open territories are well established. |_| WANTED —Ttas 
6% commission, plus bonus. Write: — 


NEIL CARLSON, SALESMANAGER TUXAN SHOE POLISH AGENCY will be SALESMEN WANTED: LINE OF CHIL- 


| offered to First Class Representatives who have ote” Dow Wet Pa “ kieieettinen 
SEABOARD NATIONAL SHOE COMPANY established connections with the Shoe Trade and | DREN’S PRE-WELTS — A meg orb S; 
| Finders. Applications will be treated strictly Michi to 4 Misse - ee me oe one 

tating territ Michigan, lowa and Pennsylvania ester 

22 S. Hanover St. Baltimore 1, Md. a e LONDON SOLISHES LIMITED in any other territory write. Will consider. Re 
usdan Ontario Canale : ; ply to Box 364, Boor AND SHoe Recorper, 
gis nabs Sie peat Chestnut & 56th Streets, Philadelphia 39, Penna. 


FOR SALE FOR SALE a aes 


EXPERIENCED TRAVELING SHOE 
SALESMAN. Established territory. Southern 
Ohio and adjoining counties in Kentucky, West 


° Virginia and Pennsylvania, including Pittsburgh 
Nationally Famous area. Guaranteed salary and commission basis. 


HIGH GRADE MEN'S SHOE SHOP Bor S83. Boor ano Suor Recospes, Chestnut 


& 56th Streets, Philadelphia 39, Penna. 


FOR SALE ae sarap OAT 


A WISCONSIN WORK SHOE AND BOOT 
MIAMI BEACH FLA MANUFACTURER is interested in aggressive 
' e side line salesmen for the following territories: 
: i P Michigan, North and South Dakota, Minnesota 
Nationally famous CHAVEZ trade-mark and premises available. 13 lowa, Ohio, Indiana, and Chicago, as well as 
f f f \| . h di d e h ° d ' Cook County. High commissions paid monthly. 
oot frontage-fully equipped store where medium an igh priced mens State experience and references in first iter 
Reply to Box 553, Boot anp Snoe Recorper, 
shoes have been sold for IS pre Chestnut & 56th Streets, Philadelphia 39, Penna. 
One hundred percent Lincoln Road location at reasonable rental. The pA ELLA 9. : 


CHAVEZ trade-mark and fixtures will be sold at a reasonable figure. EXPERIENCED SHOE SALESMEN: Our 


i i j expansion requires more men to carry our very 
Merchandise inventory need not be included. competitive and strong Line of Men’s and Chil- 


. . : , .: dren’s In-Stock Shoes. Wonderful opportunity 
Quick action is required. Owner retiring. | for experienced men. Replies held in confidence. 


Wire-phone or mail CHAVEZ, INC., 625 Lincoln Rd., Miami Beach, Fla. | | Available territories: Texas, Oklahoma, Rocky 
’ | Mountain States, Iowa, Arkansas, Kentucky, 
Jefferson 4-2945 | Virginia. Reply to Box 552, Boor AND SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
FAMILY SHOE STORE, SAME SHOP. FOR SALE: SHOE STORE FEATURING phia 39, Penna. 
PING AREA 12 YEARS. Near Seattle; 160,- NATIONALLY ADVERTISED Women’s and 
000 Population. National Popular Price Lines. Children’s Shoes. Good volume. Very Profitable 
Will reduce Inventory to $14,000. III health. oa a pe Town of 60,000; 
Wonderful family operation. Reply to Box 560, Forty Miles West of Chicago. All replies kept 
Boor AND SHOE ReEcorper, Chestnut & 56th confidential. Selling because of other peng POSITION WANTED 
Streets, Philadelphia 39, Penna. Reply to Box 550, Boor anp SuHoe Recorper, 
—_ Chestnut & 56th Streets, Philadelphia 39, Penna. 
SHOE MANUFACTURING — JOBBERS, reiernee RETAIL SHOE MANAGER., relocating in 
Company and Name Established 1929, Retailed JUVENIL E SHOE STORE located Middle Los Angeles about August Ist. Wide experience, 
throughout America, Sales average over $200,- Atlantic, near coast. Better grade shoes. Myer novelties, children’s; also table, chains, discount 
000 annually, High Profits. Health compels ume $85,000. Low overhead. Sell for stock < and department store operation, At present 
sale. Price $70,000. Reply to Box 556, Boor cost and fixtures about $30,000. Reply = managing $600,000 unit. Highest references. 
AND SHOE Recorper, Chestnut & 56th Streets, Box 548, Boot anp SHoe Recorper, Chestnut Reply to Box 558, Boot ann Suoe Recorper, 
Philadelphia 39, Penna. & 56th Sts., Philadelphia 39, Penna. Chestnut & 56th Streets, Philadelphia 39, Penna. 
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Classified and Want Ads 


INFORMATION WANTED WANTED TO PURCHASE WANTED TO PURCHASE 


FREDERICK ADOLF WERNER KELLY PAYS TOP PRICES 


The under mentioned Solicitors CLOSE OUTS COMPLETE SHOE STORES 


wish to communicate to their ad- 
vantage with the daughters of the ODDS AND ENDS 


above who was formerly an Agent 


of American Shoe Manufacturers Men's, Women's, Children's Shoes 
Association. Any information as and Rubber Footwear 


to the last known address of Mr. 


ogee nie a should COURTEOUS ETHICAL DEALINGS 
€ communicate ° 
KELLY SALES INC. 
PERCY HOLT & NOWERS 1603 South Michigan Ave. Chicago, Illinois 
42 George Street, Croydon, England Phone or Wire Collect Wabash 2-3797 


—————— - 


FOR SALE IMPORTED SHOES WILL BUY 
FAMILY SHOE STORE in Southern Con- GENUINE ANY PART OF YOUR SHOE STOCK; 


necticut. Volume $15,000. Two years old and Men's, Women's, Children's. 
can do better. Owner has other interests. Reply 
to Box 562, Boor anp SHoe Recorper, 56th & OSCAR TRAISTER SHOE OMP ANY 
Chestnut Streets, Philadelphia 39, Penna. c 
207 Essex Street, Boston, Mess. 


~ FAMILY SHOE STORE FOR SALE: Over MADE AND SOLD 


35 years of business in the same location in 


Michigan Specializing in orthopedic footwear 
= ad CASH PAID FOR 


and service. Gross over $100,000 on an inven 


tor f yroximately $45,000. Reply to Box 
S61. | ame Bae RECORDER, “Che ant *% SHOE STORES 
ercantile «INTERNATIONAL 





















































56th Streets, Philadelphia 39, Pa. CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 
68 READE YORK 7, N.Y. 


HELP WANTED Tluphone Worm 7.2818 





1133 Broadway N.Y.C. 13 OR 5-8390 


FACTORY MANAGEMENT 




















HEVERLE and HAY 


ine. WANTED—SHOE BUYER TOP DOLLAR! 








for small chain Men's, Women’s, Children’s 


Speciali i Savi i Arch and Comfort shoes. Must be experi- 
— | = 4 sp ad ws enced fitter, merchandiser and educational FOR YOUR , come —_? CLOSEOUTS 
control, and all shoe management man, capable of building strong staff. Reply 


problems. confidential. Give age, experience, salary ex- EDDY SHOE COMPANY 


pected. 
_— eee 
eer Sia | Address Box 564, care BOOT & SHOE RECORDER 132 No. ath Phila. 6, Pa. 


Chestnut & 56th Sts., Philadelphia 39, Pa. Phon wa 5-9533—WA 5-9927 
Allied Kid Line Mestad ies 


(CONTINUED FROM PAGE 92) 
brights, Signal and Fiacre reds, ASSISTANT M. STOFF and CO. 


Blithe Blue (turquoise), Merry CASH FOR SHOES 


Orange, Peppery Pink, Bold Blue SALES MANAGER Closeouts—Complete Stores 
and Gay Green. Phone or Wire Collect 


Spectators with a new air formed Footwear sales experience nec- 137 West B'dway Row seek City 
an important segment of the trend- essary. Rudimentary promotion Tel. Beekman 3-0141-2 
setting pullovers shown at the Al- — gee but _ tall 
. . ° ssar or e managem c le 
lied Kid premiere. Some were half- ean oat saa nt wie a DISPLAY 
and-half types, others opened up at VP in me of se ad- 

i : : . vertising. We are manufacturers 

nee sides or back. Pinpoint faa of nationally distributed plastic 
forating with contrasting underlay protective footwear for the en- PRICE TICKET HOLDER 
also was featured. Middy shoes tire family. Experience selling Original Plastic Made in 
volume accounts desirable. Po- Gold, Silver, Clear 


with star trims and colorful beach tential for the right man is un- $36.00 Gress Half Gross $18.00 


clogs were special items shown. limited. Write us about your- 

Three new leather finishes also self in detail including job his- CAMERON COMPANY DISPLAYS 
were introduced at the St. Louis ney ae Ney Se. 500 Echo Lane Glenview, Illinois 

° : Reply to Box 557, BOOT & SHOE RECORDER 

showing. These are Duplex, a Chestnut & S6th Streets, Philadelphia 39, Pa. 
suede surface with a textured back Se 
(the back suitable for using as shoe £ WANTED 
trim) ; a Metallized Patent, a metal- SHOE FACTORY SUPERINTENDENT 
lic finish on patent leather in a welts cna culty, comfort cement. Located i DEALERS’ AIDS 
ange of soft color : nd V ll : feinnati area. ermanent. insurance and re- 
my is yerreios a ee een meee BACK TO SCHOOL. Book Covers; Plastic 


; ; ; ; Confidential. 
a kidskin without the high gloss Address ea eare BOOT & SHOE RECORDER Pencil Boxes Imprinted. Free Catalog. HECH : ¥ 


attributed to glazed kid. Chestnut & 56th Sts., Philadelphia 39, Pa. i 184 West Merrick Road, Merrick, New 
or 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 


afi SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women's and children’s shoes. 


Lo ee FOR OVER 43 YEARS 


MOSINGER-COHN 
1235 Washingt Mi 


nington, St. Louis 3 


PLEASE DON'T 
CAUSE AUNT JENNIE IS JEALOUS 


UNCLE Louis Camitta & Son 
91 Reade St., N. Y. C. WOrth 2-5063 























TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 


Phone or Wire Collect 














CHM|!!’/!l#llla BAR'S BUYS for CASH 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


Also complete stores considered 


BARI 


GANCELLATION rONoES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. © New York 7,N Y. © Tel: WOrth 2-5180 








WE PAY MORE /._..,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


MEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 








Any quantity..any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts er 
surplus from manufacturer 
or retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-4898 CE. 1-8763 
Quality Shoes Since '32 
“While in Town See Weil” 














e surplus 

e discontinued 
lines 

¢ complete stores 

BROITMAN- 

GAFFIN SHOES 


ine, © BE 3-7290 
146 DUANE $T., 6. V.C. 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 




















B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S$ 
YOUR NAME PROTECTED # 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
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ANYONE CAN MAKE 
SIGNS IN MINUTES 


Professional in 

appearance with 

Guide Line Cards 

Over 5300 Easy 

Red or Paste-on Letters and 
Black Numerals in three sizes. 


Kit contains letters and cards 
Makes hundreds of signs up to Ii" x 14" 


“THE MERCHANTS’ SALESMAN— 
THE CONSUMERS’ GUIDE" 
GUIDING SIGN KITS 
Increase your sales 
Order Today—Kit Price $29.95 Post Paid in U.S.A. 
GUIDING SIGNS, Box #83, Broomall, Penna. 
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NOW is the time to put in 
your Window Display of 
Dr. Scholl’s Appliances 
and Remedies to cash in on 
nationally advertised 


VERY 10) 1 Ks 


TOlO} Mae) 70)°am' 44.4 
June 20 to 27 


* Foot Comfort Reg. U.S. Pat. Off. 











Machinery Firm Breaks Ground for New Building 


Taking part in ground-breaking ceremonies for main offices of International Shoe 


Machine Corporation are (from left) Robert R. Duncan, chairman of the board, 
| Harvard Trust Company; Col. Paul Hines of Boston Mayor's office; Jacob S$. Kam- 
borian, president of International; Mrs. Kamborian, and architect Harry Gulesian. 


BOSTON—Work has been started 
by the International Shoe Machine 
Corporation on a new building 
which will house the company’s ad- 

| ministrative, production and re- 
search departments. 

The building, with more than 40,- 
000 square feet of floor space, is be- 
ing erected at 1380 Soldiers Field 
Rd. in the Brighton section of this 
city. It will be a two-story structure 
of steel and glass, on a 78,000- 
square-foot tract. 


Jacob S. Kamborian, president of 
the machinery firm, said the work 
is scheduled for partial completion 
next month. At that time the com- 
pany’s production staff and full pro- 
duction facilities will be moved in. 
Transfer of administrative person- 
nel and sales force will be made in 
the fall. 

Present headquarters of Interna- 
tional are at 292 Main St., Cam- 
bridge, Mass. 





2 Italian Style Lines Imported 
To Retail in $20-30 Range 


NEW YORK—Two lines of Italian 
| style shoes for women are being im- 
| ported and sold in the United States 
| under the name of Modital. 

Frank Longo, president of the 
| company, has opened an office in the 
| Marbridge Building here. Deliveries 

for both lines are 40 days or faster 
by plane, he says. 

The higher price line, handmade 
| on high slim heels, is manufactured 





at $29.95. There are some turns and 

some welts in the Carlotti line—no 
| cements. The size range runs from 4 
to 91% and AAA to B with a few C’s. 
| A little pointed square toe is used, 
| not a needle. 


The second line, entirely cement 
process and made by Rotelli of 
Varese, includes shoes on a range of 
heel heights from 12/8 to 22/8. They 
are made with several kinds of toes 
—a wide tread with a pointed toe, a 
pointed toe, a squared toe with a 
broad tip and one with a small and a 
rounded, flattened square. 

The factory makes its own plastic 
heels with a core of metal and a top- 
lift fastened to the wood. In a big, 
modern establishment, Rotelli makes 
80,000 pairs of shoes a year to ex- 
port to the United States. They are 
intended to retail at $20.95 and 
$22.95. 

In both the Rotelli and the Car- 
lotti shoes, great flexibility is an im- 
portant characteristic. 
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Index to Advertisers 


This Advertisers' Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 


Acme Boot Company, Inc.... 13 
Altschul, Julius, Inc. 8 
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American Biltrite Rubber 
Company 18, 
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American Juniors Shoe Com- 
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Baris Shoe Co., Inc.. 

Bass, G. 

Beebe Rubber Company 

Bender Shoe Co. 

Berned Shoe Company 

Boot and Shoe Recorder 

Brezner Div. Allied Kid 
Company 

Broitman-Gaffin Shoes, Inc... 


Cameron Company Display .. 
Camitta, Louis, & S 
Camitta Shoe Co. 
Carry-Pack Company, Ltd. .. 
Carter, J. W., Company .... 
Clapp, Edwin, & Son, Inc..... 
Colonial Tanning Co., Inc. 

Inside Front Cover 
Curtis-Stephens-Embry Co..62, 63 
Cushionized Bellaire Shoe Co. 91 


Dow Corning Corporation ... 10 
DuPont de Nemours, E. I., 


Ed White Junior Shoe Co. ... 94 
Eddy Shoe Company 100 
Everett & Barron Co........ 94 


Farber, L., Welting Company 68 
Fellman, Ltd. 


Gardiner Shoe Company, Inc. 

General Tire & Rubber Com- 
pany, The Respre Division. 

ost Payne Shoe Com- 


any 
Gilbert Shoe Co., The 
Goding Boots, Inc. 
Goodyear Tire & Rubber Com- 
pany, The 
Green Shoe Mfg. Co. 
Outside Back Cover 
Guiding Signs 101 


Hagerty, P., Shoe Co., The... 78 
Hempstead Shoe Co., Inc..... 101 
Herbst Shoe Manufacturing 
Company ....Inside Back Cover 
Heydays Shoes, Inc. 26 
Hubschman, E., & Sons, Inc. 14 


Ideal Shoe Mfg. Co...Front Cover 
Irving Tanning Corp. 98 
Iselin, William, & Co., Inc.... 91 





Kelly Sales, Inc. 
Kreider, A. S., & Sons Co.... 


Leather Industries of America 
Levor, G., & Co., I 

Lion Sandals, Inc. 
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Scholl Mfg. Co.....91, 92, 94, 
Shaw, M. T., Inc. 

Shoe Form Co., Inc. 

Sear Top- Siders 

Stoff, M., & Co. 


Tan-Art Co., 


Taylor, Thomas & Sons .... 
Thonet Industries, Inc. 

Tingley Rubber Corporation. . 39 
Topps Shoe Store 1 
Traister, Oscar, Shoe Com- 


United Shoe Machinery 
Corporation 


Vaisey-Bristol Shoe Co. 

Viner Bros., Inc. 

Virginia Oak Tannery Sales 
Corporation 

Virginia Shoe Company 


Weil, M. K., Shoe Co...... 85, 
Wellco Shoe Corporation .... 
Western Supply Co. 

Winslow Bros. & Smith 
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CORRAL greater 
profits with... 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 











United servicemen can help your 
operators by keeping their machines in top condition. 
Poor shoes can be the result of worn machinery. 
Toes may not be lasted down to the wood, inseams 
trimmed high, stitch separating erratic. These and other 
defects can result from gradual wear in your machinery. 
Consider the investment in United service as a means 
of increasing profits. A ‘‘second”’ or “‘reject’”’ stamp is an 
SERVICE expensive way to pay for lack of proper machine 
PARTS maintenance. Let us help your operators turn 
out their best work. 


a, 
Some 


UNITED SHOE MACHINERY CORPORATION 


104 Boot and Shoe Recorder 





LEATHER 
SHOES 
ARE 


SHOES! 


_ TO BE SEEN IN 


FULL COLOR, 


PARENTS MAGAZINE 


AUGUST, 1959 


Fic tousled head to busy toes, your children are everything 


precious to you. You show it when you look at them. Others 
know it when they see the care you take of them...the really 

fine shoes you choose for wear — CHILD LIFE Shoes, made right 
in every way for young, growing feet and winsomely styled, of 
course. Your neighborhood CHILD LIFE dealer will be pleased 

to show you CHILD LIFE fall fashions, in longest-wearing leather 
— for school, play, dress. Why not take your little girl or boy 

in soon for a personalized fitting. 


Herbst Shoe Manufacturing Company 
Milwaukee, Wisconsin 
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